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ABSTRACT 
From TCL documentations, interviews and desk research, it is obvious that TC^^  
Mobile Communication Ltd. has the ambition to crack the global market in the coming 
future. Having the tendency of an OEM (Original Equipment Manufacturer) operation 
mode in its core businesses, it has established production capability in supporting its 
future expansion plan. In addition, recent strategic partnerships allow TCL to leverage 
on its partners' expertise in technology, production capability and foreign market 
knowledge. This shows a typical transformation of an OEM to an ODM (Original 
Design Manufacturer). 
However, it would not be enough to just leverage on R&D and increase production 
capability. The underlying problem of TCL mobile phone is the poor design that 
doesn't seem to appeal to either the target market segment (female aged between 26-45) 
or the general mass-market consumers who are both price-conscious and style-conscious. 
It was found that the non-appealing style, especially the embedded gem design, seems to 
be a hindrance in winning the consumers' hearts. What makes TCL mobile phones even 
less competitive is the non-existence of real cutting-edge and next generation products. 
In fact, TCL products merely perform the basic functions that most of the mobile phone 
brands in Hong Kong can offer. 
• • 
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Given that TCL mobile phones do not have special uniqueness that is attractive, they 
should try to be more conscious about the phone design and/or the pricing strategy in 
order to either position themselves as a good differentiator or a value-for-money 
manufacturer. What sheds light on TCL's future is that although the Hong Kong mobile 
phone arena is highly competitive and mature, Hong Kong consumers are quite willing to 
try new brands, and can be induced by good performance, price and style of the mobile 
phones. Thus, new and latecomers still have some hope in gaining a market presence. 
However, TCL should notice that given the weaknesses of its non-appealing style and 
negative reception of its Chinese origin, TCL should put more effort on image building 
and aesthetic aspects of its product design. 
TCL should observe the characteristics and critical success factors of the mobile 
phone market in different international markets. It is because the China market is a very 
special and unique market, and the 4Ps formula that is successful there may not be 
directly transferable to other parts of the world. From our survey results, the Hong 
Kong testing ground shows quite disappointing results for TCL's overseas market 
development, in terms of the market perception and acceptance level. 
All in all, we think that the fate of TCL is doomed in the Hong Kong mobile phone 
market if it continues using its existing marketing strategies. 
• • • 
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As we enter the second millennium, we experience one of the most important 
changes in our lives — further globalisation. WTO accession also instigates mor^ 
opening up of China compared with that of the 1978 open door policy. Not only have 
foreign players been able to access China market in a more direct and easy way, but th^ 
Chinese players are also in fiill gear to step into the world market scene. 
Over the years, a handful of local Chinese enterprises have built their own empires 
within their motherland and produced many amazing stories. We can name many 
successftil local brands, such as Legend in the PC market, Hai'er in the small household 
appliances market, Tsing Tao Beer in the brewery market and so forth. Of course, TCL 
is also one of those successftil stories in the China market. All of these famous local 
Chinese brands are now on the verge of cracking the global market in full gear. But 
does it mean that they are going to be as successful as they have been in the China market? 
Is the success formula transferable to the other overseas markets? To what extent do 
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they need to pay attention to issues that arise from competing in the global arena? 
In a short span of a couple of years or so，China has become the Number One 
country in the world for cellular phone u s e r s � T C L Mobile Communications Ltd. has 
now become the top five key players in the China market^ within just a few years' time 
(it was set up in 1999). In the year 2001，the sales turnover of the company was RMB 3 
billion, and profit was nearly RMB 300 million, which is 85 times and 100 times of the 
1999 figures respectively. 
From their annual report and other public announcement, TCL has great enthusiasm 
to make its brand a global brand after they have established the leading position in the 
domestic market. Their objective is to make the domestic sales and overseas sales in a 
1:1 proportion. Hong Kong will be their springboard to reach out to the intemation^ 
market. 
TCL started its venture abroad in the Hong Kong market in February 2002. Being 
a latecomer to this market, we think that it is quite a risky venture because the Hong 
Kong market is a sophisticated and mature market, with dominant key foreign players. 
Besides, the foreign brand admiration of Hong Kong people will make it difficult for 
‘http://english.peopledailyxom.cn 
2 China Centre for Information Industry Development (CCID) & Analysys Consulting, a 
telecommunications consultancy firm 
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TCL，a Chinese brand, to crack this market. Samsung, the Korean-based mobile phone 
company, took about 10 years to build up a more positive image and started to becomp 
more popular just a few years ago. 
Objective 
Would it be possible for TCL to maintain a leading position in Hong Kong, as what 
it has achieved in the China market? Is the Hong Kong market going to accept TCL, a 
Chinese-brand mobile phone? What is the fate of TCL mobile phone in Hong Kong i^ 
the future? 
We hope that by gathering the Hong Kong consumers' views on TCL mobile phone 
perception, as well as the mobile phone preference and usage of the local market, we can 
answer the above questions and generate some insights and suggestions for TCL. 
Scope of Study 
Our survey will mainly focus on the Hong Kong mobile phone market. Since TCL 
has a Chinese background, we would also talk about the China mobile phone market, in 
order to get a more comprehensive idea of what is going on in both markets. 
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Methodology 
Primary Data Gathering 
Survey 
A survey was carried out on the street by quota sampling method. This survey 
serves as a preliminary study of the general Hong Kong mobile phone market's usage 
habit and preference, as well the overall consumers' impression of TCL mobile phones 
that are sold in Hong Kong. Structured questionnaire is used in order to standardize the 
data that we gather, and facilitate respondents' answering of the questions. More details 
about the survey will be given in Chapters V and VI. 
Field study 
In order to get an idea of the overall Hong Kong mobile phone market, we went to 
mobile phone distribution outlets such as the network service providers (SmarTone), 
telecom products chain stores (Circle and CM Concept), street side shops, home 
appliances retail chain stores (Broadway and Fortress), and streets/shopping malls that 
concentrate in selling mobile phones (Mongkok), to get the overall impressions of the 
prices, product ranges and shelf space of TCL mobile phone. 
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Face-to-face and telephone interview 
An in-depth interview with Mr. Raymond Li, Business Development Manager of the 
TCL Mobile Information International Company Limited (Hong Kong office) was 
conducted on October 23, 2002 to get a better understanding of the marketing strategies 
of the company in Hong Kong, and about their current and future plans. Besides, 
order to get a more update review on what TCL was doing, subsequent telephone 
interviews with Mr. Li were carried out in January 2003. 
Secondary Data Gathering 
We gathered information regarding TCL's company background, as well as the Hong 
Kong and China mobile phone markets through journal articles, statistics publications, 
newspaper articles, websites, and various yearbooks. 
Data Presentation and Analysis 
The data collected from our questionnaires were inputted into and analysed by SPSS 
statistical software, which allows us to manage a large number of data and perform cross 
tabulation among questions. Since our data is most discrete in nature, descriptive 
analysis is presented in most of the case. Data analyses, along with insights generated 
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from the results are presented in Chapter VI. The highlights of survey results and 
implications to marketer are shown in the previous chapter, Chapter V. 
Limitations 
Sample size 
Due to the outbreak of SARS (Atypical Pneumonia) in March 2003 in Hong Kong, 
we were unable to proceed with our surveys on the streets. The reasons are the risk of 
close physical contact with passers-by on the crowded streets and shopping malls, and the 
hesitation of passers-by when knowing that we are from the Chinese University of Hong 
Kong, where one or two SARS cases were reported at that time. After consulting our 
supervisor, we suspended our surveying, and used fewer than 200 respondents as our 
sample size. 
Market information and market access 
Since out in the market, especially in Hong Kong, there are quite a few 
comprehensive and/or official data that talks about the mobile phone markets in Hong 
Kong and China, we just tried to conduct field study in order to cover this part in a more 
comprehensive way. However, due to the SARS issue, we were unable to go to China to 
do an in-depth survey with TCL Corporations there, and to have a better understanding 
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about the China mobile phone market. Besides, official company data on TCL websites 
(e.g. http://www.tclmobile.com, http://www.tclhk.com) are still not very informative an<i 
comprehensive. For instance, from the start of our web surfing in October 2003 to the 
present moment, the subsections of "Hong Kong Retail" and “ Overseas Sales and 
Partnership" web pages are still under construction. Therefore, some of the information 
about TCL is from other third party sources, or from the interviews with Mr. Li of the 




Mother Company - HK-listed TCL International Holdings Ltd. 
Maker and Designer of Consumer Electronic Products 
In order to tap overseas capital, TCL International is a public-listed company in the 
Hong Kong Stock Exchange (stock code: 1070). It is a prominent industry leader in thp 
design, manufacture and sales of a wide range of consumer electronic products in China�. 
Its production base is also in China. According to Fiducia Management Consultants, 
TCL International Holdings has 300 employees, with a market capitalization of HK$5.51 
billion. 
Foreign Ownership 
Foreign investors holding shares in TCL Holdings are Hong Kong Invested Nam Tai 
Electronics, battery maker Gold Peak Industries (Holdings), Philips Electronics C h i n � 
Japanese consumer electronics giant Toshiba, and trading conglomerate Sumitomo; they 
3 http://www.tclniobile.com 
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all hold a combined stake of around 19 percent^. 
China State-Owned Background 
The parent company of the TCL Group of Companies, TCL Holdings Corporation 
Ltd., is a state-owned enterprise that has extensive sales and distribution channels i^ i 
China^ Recently, it has started diluting the state-owned shareholdings to other private 
partners such as Nam Tai. 
TCL, established in 1981，is a major player in the audio-visual, telecommunications, 
information, appliance and electrical components industries in China. With 
headquarters located in the city of HuiZhou in the Guangdong Province, it has become � 
strong player in the respective industry. 
Its scope of business includes the import and export of raw materials, the design, 
manufacturing and sales and marketing of telephones, VCD players, colour television 
sets, mobile phones and other consumer electronic products. 
4 http://www.fiducia-china.eom/News/2002/2102-1620.html?pp= 1 
5 http://www.namtai.eom/news/02_0131 .htm 
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Brand Value 
Fiducia Management Consultants said that over the last ten years, TCL has racked 
up a compound annual growth rate of more than 50 percent. Beijing Famous-Brand 
Evaluation Co. Ltd. released its research report of the most valuable brand names iji 
China in 2002，and TCL was ranked sixth，becoming the most valuable brand name in the 
Guangdong province, with brand value of RMB 10.593 billion in China. 
Expanding its Overseas Footprint 
With over 300 branches in China, TCL has set up sales offices or business 
representative offices in over 10 countries in order to further its global dream. Our 
market survey that we will explain later was worked hand-in-hand with the business 
representative office of TCL Mobile Communication (HK). 
TCL also expands its footprint by acquiring foreign companies. A recent 
acquisition of TCL has been the German-based consumer electronics product 
manufacturer Schneider Electronics AG, which they purchased for EUR8.2million in 
September 2002^ 
6 Fiducia Management Consultants Company Profile report on TCL @http://www.fiducia-china.com 
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Source of Income by Market and Product 
The major source of income for TCL comes from their core business - TV, which 
accounted for 79 percent in the first quarter of 2002. Over 90 percent income came 
from the China market, with overseas business accounting for only 8 percent (first quarter 
2002)7. In April, TCL announced the disposal of white goods business. Currently, 
TCL just focuses on three major businesses, namely TV, PC and mobile communication 
equipment. 
Performance 
In April 2003, TCL International Holdings Limited announced the unaudited 
financial results for the Company and its subsidiaries for the three months ended 31®^  
March 2003. Turnover saw a steady increase of 16 percent to HK$3,477 million, while 
net profit attributable to shareholders declined by 11 percent to HK$163 million. 
Table 2.1: Financial Highlights of TCL - First Quarter 2003 
T t o o v e ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ l 3,477 2,989 +16% 
Gross Profit 一 557 581 -4% 
Net profit attributable to shareholders 163 一 184 — -11% 
Basic earnings per share (HK cents) 6.18 7.33 -16% 
Source: TCL International Holdings Ltd. 
7 TCL2002 Interim Report (Aug 2002) 
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Table 2.2: Sales Figures of First Quarter 2003 
Mobile Handset 2,604,000 1,043,442 149.6% 
Personal Computer 101,702 37,610 170.4% 
TV-PRC market 2,2022,318 1,943,770 4% 
TV-Overseas market 551,662 196,089 181.3 % 
Source: TCL International Holdings Ltd. 
TCL International recorded steady growth in the sales of core products during thp 
period under review. This year's first quarter sales amounted to 2.57 million TV units 
(of which 27 percent TV units were sold overseas), 2.60 million mobile phone units, and 
101,702 PCs. Mobile phones sales increased by almost 150 percent, which shows the 
great potential in the China market. 
Mr. Tomson Li, Chairman of TCL International, said, “The Group is pleased to see 
steady growth in its core businesses, amongst which the Television Business and the 
Mobile Phone Business recorded significant growth in sales, further consolidating thp 
Group's position as the leading consumer electronics brand in the PRC. As to the 
overseas business, the TCL brand took a major step in South East Asia market with 
fruitful results. It is now ranked as the third best selling television brand in Vietnam, 
enjoying a market share of 15 percent.” 
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Table 2.3: Financial Highlights of TCL 
Turnover 5^85 4,529 
Profit before tax 279 “ 173 +61 % ~ 
Profit attributable to shareholders 253 161 +57 % 
Basic earnings per share (HK cents) f 10.03 6.49 +55 % — 
Source: TCL Holdings Ltd. 
Corporate Strategies 
• Adopt 3C convergence strategy, in which 3C stands for Consumer electronics. 
Communication and Computers. 
• Consolidate TCL's position as a leading consumer electronic brand name in the PRC. 
• Speed up the development of overseas business. 
• Form strategic alliances with leading global partners. 
• Product differentiation through strong R&D in terms of functions and design. 
Corporate Goal 
China market: 
• Continue to be Number One TV manufacturer. 
• Strengthen its position as Number One domestic manufacturer in mobile 
communication equipment. 
• Be a leading PC brand. 
Global market: 
• To be one of the Top Five TV manufacturers. 
• To be one of the Top Five manufacturer in mobile communication equipment. 
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Business Portfolio 
Figure 2.1: TCL's Business Portfolio 
Mobile Communicat ion N. 
X Tdtvlslon Equipment \ 
/ Cor* busintss ^ ^ Earnings drlvtr \ 
/ Stable growth business Rapid growtii business \ 
Market leadership l ^ ^ j T J Dominant domestic player 
Source: TCL Interim Report Presentation 2002 
Strategic Partnerships 
Recent partnerships show that TCL want to leverage on partners' capability in 
design and manufacturing, experience in world market and technology aspects. 
Nam Tai Electronics 
In January 25, 2002, Nam Tai Electronics, Inc. announced that it entered an 
agreement with Huizhou Investments Holdings Company Limited to acquire a 6 percent 
equity interest in the parent company of TCL Group of Companies, TCL Holdings Co. 
Nam Tai Electronics Inc. is an electronics design and manufacturing service provider to 
some of the world's leading OEMs. The Company utilizes advanced production 
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technologies to produce various products such as telecommunication products, 
palm-sized PCs, LCD modules for cellular phones etc. 
Ericsson 
Ericsson will supply GPRS mobile handset platforms to TCL Mobile 
Communications Ltd. TCL will utilise Ericsson's state-of-the-art mobile platform in its 
handset product development and production. In line with the agreement, TCL will 
develop value added 2.5G GPRS phones based on Ericsson's core mobile handset 
technology. Currently, Ericsson holds the world's largest portfolio of 2.5G and 3G 
Q 
Intellectual Property Rights . 
TTPCom 
TCL International Holdings Limited announced that it has entered into a long-term 
strategic agreement with TIP Communications Pic. ("TTPCom"), a listed company in 
the UK, for the development of advanced mobile phones. The first product under 
development is a fully featured, MMS-enabled camera phone complete with large colour 





TCL Mobile Communication Co. Ltd 
History and Background 
TCL Mobile Communication Co. Ltd., was set up in March 1999, and is committed 
to the research and development, manufacture, sales and service of mobile information 
terminal products. TCL Mobile is the second backbone industry company among all 
members of TCL Holdings Co. Ltd. TCL Mobile is one of the Chinese mobile phone 
manufacturers that are greatly supported by the State Development Planning Commission 
and the Ministry of Information I n d u s t r y lo j n a short span of several years, the 
company has gone through many stages of growth (for details, refer to Appendix 2): 
(i) Start from Scratch 一 Infant Stage (the Company had just 30 million sales and 
only RMB 1 million in net profit in 1999), 
(ii) A Year of Wisdom 一 Rapid Growth and Development (turnover reached RMB 
320 million with net profit RMB 18 million, ranked the third in the domestic 
players in China in 2000), 
(iii) A year of Innovation 一 Full-fledged Stage Aimed at Global Market (turnover 
of the company reached RMB 3 billion with net profit RMB 320 million, ranked 
Number One within the domestic players in China in 2001) 
Ownership 
TCL will focus on the mobile communication equipment in the coming future 
because it is an earnings driver for the company. TCL International recently purchased 
http://www.tclmobile.com/overv.htm 
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additional shares from Mate Fair Group, lifting their holdings of TCL Mobile from 27 
percent to 40.8 percent. Besides, 36 percent is owned by Shenzhen-listed A share TCL 
Communication Equipment, which is the sister company of TCL International. TCL 
Mobile is also owned by TCL International Holdings Co. Ltd (around 30 percent) which 
is a public-listed company is Hong Kong. The two venture capital firms are 
headquartered in Hong Kong and registered in British Virgin Island. This also reflects 
the ambition of TCL in venturing out of China. 
Sales Performance 
With just a short history, TCL has been able to achieve rapid growth of over 300 
times from 1999 to 2001, in terms of profit. This shows the capability and astute of the 
management team in tapping the up-and-coming mobile phone communications market. 
Nevertheless, this tremendous growth will not take place without the rapid development 
of the mobile communications market in China as well. 
In the 2002 Asia Pacific Technology Fast 500 compiled by Deloitte louche 
Tohmatsu, which ranks the fast growing technology companies across the Asia Pacific 
region based on percentage revenue growth over three years, TCL was ranked Number 
18 
One for its fast growth of 26,330 percent over the recent three financial years.'' 
The Group's mobile phone business recorded an outstanding performance in year 
2002: The sale of TCL mobile phones reached 6.24 million units in 2002, representing 
a strong increase of 400 times over 2001，s figure. The company's target for 2003 is 9.5 
million units, but based on Table 2.2, TCL has already reached 2.6 million for the first 
quarter'^. Following this trend, theoretically, TCL would be able to meet its target this 
year. 
Strong Management Team 
We generalised from the TCL website that the management team of TCL is very 
good, in the sense that most of the team have worked in TCL when it was just a very 
small company. The learning effect is created and management knowledge and 
expertise can be preserved. Besides, quite a number of management team has strong 
R&D background and is very young (Board and Management team all under 45) and well 
educated (some even have a PhD degree). 
‘1 http://www.tclmobilexom/news/detail.php?id=1040112282 
12 Winston Yau, "TCL plans to increase production," SCMP Online, March 19, 2003. 
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Scale 
TCL Mobile has an annual production capacity of 12 million units and annual R&D 
investment is going to exceed 300 million yuan. TCL has 200 R&D engineers headed 
by Chinese and foreign experts who hold doctoral and masters degrees, or graduated from 
famous universities in China. In addition, the service team has over 10,000 senior 
engineers and 1,000 Customers Service Centres in China. 
Mission 
TCL Mobile set their aim at “1335” namely, to become the third brand in Chinese 
mobile phones market within one year, to become one of the top five brands in global 
market within three years and to build the backbone of the Chinese People's Mobile 
Communication enterprise. 
Corporate Culture 
TCL Mobile's core philosophy - Dedication, Teamwork and Innovation. The three 




"3553" strategy directs TCL Mobile's thinking and action. Three Tactics, Five 
Thoughts, Five Intemationalisation and Three Engines are their future. 
Three Tactics 
The first tactic is “speed’�. Speed means the speed of decision-making, new 
products launching, information communication, materials and cash flowing etc. The 
second tactic is to use TCL's wisdom to realise differences. Emphasis is on thinking 
wisely. The third tactic is to integrate and manage all kinds of intemationalisation 
strategy in terms of purchasing, R&D, manufacture, marketing development, capital 
accumulation and human resource management. 
Five Thoughts 
Firstly, TCL shall staunchly strive for the survival and development in mobile 
communication industry. Secondly, TCL emphasizes the cost control to raise the 
competitiveness. Thirdly, TCL should strengthen the strategy of differential based on 
innovation. Fourthly, obtain market resource advantage through strategic alliance. 
Fifthly, TCL set up four elite teams of R&D, sales, manufacturing and service to build a 
well-organized employees team. 
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Five Internationalisation 
The internationalisation of R&D means sending Chinese technicians abroad for 
training and inviting local and international experts to join TCL. TCL also set up R&D 
institutions in the US，UK and France etc. 
- T h e internationalisation of manufacturing means following the trend of global 
standard management of supply chains and the implementation of ISO system ap 
well. 
- T h e internationalisation of sales means to expand the overseas market. The objective 
proportion rate of domestic sales to overseas sales will be 1:1. 
- T h e internationalisation of capitalization and financial operation. Thp 
Internationalisation of the Internal Corporate Decision Support System and the 
Information Management. 
Three Engines 
Firstly, is the establishment of TCL own distribution network. Secondly, is the 
R&D ability and thirdly, is the internationalisation strategy of TCL]^ 
Mobile Communication business strategy 
Regarding the mobile phone business, TCL has the following strategies and plans: 
_ Timely launch of high-end products to capture market share 
-Di f fe ren t i a t e from competitors through R&D and product design 
- C o n t i n u e to capture market share from foreign brands 
From Mission to Three Engines, the source are from TCL Mobile Communication Brochure 
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Mobile Communication Business Plans 
TCL aims at establishing a leading position in the China market and expand to th^ 
overseas market and become a major supplier in the mobile communication equipment 
market. 
Overseas Market Development - HK Market the First Testing Ground 
TCL Mobile Communication (HK) Co. Ltd. and Overseas Business Development 
Department are the main strengths of TCL Mobile to explore global markets. In 2002， 
TCL Group launched a series of new marketing plans in line with its international 
business development strategies. The Operating Vice-Chairman of TCL Group, Mr. 
Yuan Xin Cheong, said at the ceremony of the launch of TCL Hong Kong "The launch of 
the first giant outdoor billboard in Hong Kong marks an important step of TCL Group's 
development in Hong Kong, as a major operation centre of the Group and also one of our 
international businesses. It will be a springboard to accelerate the pace of overseas 
developments". Our interviewee also confirmed that Hong Kong is a strategic location 
that has the proximity to China and is a free market, thus less restrictions would be faced. 
Currently, as our interviewee mentioned, TCL has started cracking the South China 
market right after the Hong Kong launch, as well as the Europe and America market. It 
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exports handsets to Hong Kong, Vietnam, Russia and Malaysia. 
TCL Mobile Information International Company Limited 一 HK office 
From our observation during the interview with Mr. Raymond Li，we found that the 
Hong Kong office is just a new start-up in 2002 and is of a small scale. Only seven tp 
eight people work in the office. 
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CHAPTER III 
CHINA MOBILE PHONE MARKET 
General Market Situation - Supply Side 
Number One World Manufacturing Base 
In a short span of dozen years or so, China has become the Number One country in 
the world for cellular phone users�4. Worldwide cellular phone brands such as Motorola 
Nokia and Ericsson, the Fortune 500 powers among the world enterprises, also have their 
own production bases in China. 
Chinese mobile phone makers are prospering. The market share has grown from 
near zero before 1999, to about 18 percent between January and June 2002. 
Dominant Standard 
GSM is the area of fastest growth, where the Ministry of Posts and 




the end of 1995. According to the Study of Worldwide Cellular Telephone Market 2002, 
GSM is clearly the most-used cellular technology in China^^. 
Revenue and Future Size 
In 2002, mobile handset market in China generated sales of U$7.1 billion. Th^ 
total shipment of mobile terminals to end-users during 2002 was approximately US$42 
million. The total projected market size will grow to US$14 billion and 82 million units 
by 200517. 
General Market Situation - Demand Side 
China continues to be the largest cell phone market, with 195.8 million users as of 
late October 2002, and a penetration rate of 14.95 percent. According to the Ministry of 
Information Industry (Mil), the country had added an average of 4.96 million mobile 
subscribers per month last year. An average of 4.5 million cellular phones are sold every 






China Consumer Characteristics 
A recent ACNielsen survey has revealed that there are “Five Faces” of the Chinese 
consumers in today's marketplace, and manufactures are overlooking untapped potential 
in the middle and high-priced sectors because they are jostling amongst each other in th^ 
low-end market, with price-cutting competition and excessive advertising^^. 
In a telephone poll covering three main urban centres of Beijing, Shanghai and 
Guangzhou, over 1，500 consumers were asked about their preferred brands and preferred 
prices for products in popular categories such as mobile phone. 
Five Faces 一 Market Segmentation 
Each of the five groups of people demonstrates different shopping attitudes and has 
different price expectations for new purchases. “Eager��to try new things, “Adventurers�’ 
will want to spend money on new technologies or new gadgets, while "Worker Bees�� 
strongly believe in quality and will be willing to pay for high quality brands. 
"Value-hunters", on the other hand, seek best bargains and are willing to wait to achieve 
the best value for money. "Herds" are people who are vulnerable to the influence of 
advertisement, while “ Laggards" are brand-conscious but do not discriminate between 
19 http://www.acnielsen.com.hk/news.asp?newsID=65 
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international or local brands. 
Location Difference 
The survey found that in the three cities surveyed, Shanghai was dominated by 
Value-hunters with almost 31 percent of the respondents falling into this group, while in 
Guangzhou, Herds accounted for one-third of the respondents. Beijing was the only city 
with a relatively balanced mix of all consumer “faces,�. 
Most Preferred Brands 
According to the survey, international brands were still the mainstream. 
Nokia and Motorola still dominate the mobile phone market, while Samsung has 
surpassed Ericsson to take the third place in preferred brands. 
Myth of Advertisement 
Branding through advertisement is the trend of the moment, with manufacturers 
investing heavily in advertising and feverishly fighting for spots in prime time, yet as 
ACNielsen found in its survey, such "markcom" (marketing communication) money may 
not necessarily lead to increased preference. 
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TCL Mobile Phone in China 
Largest Mobile Phone Marker in China 
According to a Merrill Lynch report, TCL is the largest domestic mobile-phone 
maker in China. TCL has production facilities in China, and is one of 27 authorised 
GMS handset manufacturers, and one of 20 authorised CDMA handset manufacturers in 
China20. 
Top Five Brands in China 
According to CCID and Analysys Consulting, TCL ranked among the top five 
brands in China, where its major close competitors are Ningbo Bird, Samsung an^ 
Siemens. Only TCL and Ningbo Bird are local Chinese brands, and TCL was in the top 
five position in two surveys (please refer to Table 3.1 below). 
Table 3.1: Market Shares from two sources (2002) 
CCID Survey Analysys Consulting 
^ -T .‘ � Market Share Z Market Share Company Units (Million) ( � � � � Company (o/�) 
1.Motoroli~~ 5.0 28.9 1. Motorola 26.0 
2. Nokia 4.4 — 25.7 ~ 2. Nokia 19.5 
3. Samsung~~ 1.2 — 7.4 TCL 11.4 
4. TCL 1.1 6.8 Samsung 10.3 
5. Siemens 0.8 5 1 Ningbo Bird 6.9 
Source: CCID and Analysys Consulting, 2002 
20 http:///www.namtai.com/news/02_01_31 .htm 
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Lucrative Mobile Phone Market 一 Earnings Driver 
In 2001，turnover of TCL Mobile reached RMB three billion, with the net profit of 
RMB 320 million, making it Number One among domestic players in China. ^^  
According to the latest figure of the first quarter of 2003, over 2.6 million TCL mobile 
phones were sold with a 150 percent increase compared to the first quarter of 2002. 
This year's sales target is 9.5 million units. Mobile-phone sales soared 400 percent last 
year (2002) to 6.24 million units, generating 38 percent of net profit. The average net 
profit margin for mobile phones is 15 percent��. 
Major Foreign Competitors 
Motorola has the largest share of Chinese mobile phones markets. According to 
the figures of China Centre for Information Industry Development (CCID), Motorola's 
share in the third quarter was 28.9 percent while Nokia was trailing with 25.7 percent. 
Samsung Electronics has 7.4 percent market share, while TCL ranked fourth with 6.8 
percent market share. In fact，in the China market, TCL is still facing the two mobile 
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phone giants, Nokia and Motorola . 
However, according to Analysys Consulting，a telecommunications consultancy fim^， 
21 TCL Mobile Corporate Brochure 
22 "TCL plans to increase production", SCMP.com, March 19, 2003 
^ http://www.mc21 .st.com/en/marketing/2203/m0124-05.htm 
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which bases its report on shipped volumes, TCL reports a larger market share than 
Korean Samsung does. TCL ranked the third in that report with a slightly larger market 
share of 11.4 percent. 
Major China Competitors 
It was not until 1998 that Shenzhen-based Kejian fired the first shot in the 
homemade cellular phone field, and then followed by Xoceco, TCL, Ningbo Bird and 
Hai'er in the wake, forming gradually a contingent to break out of the encirclement^'^. 
Price War With Profit Margin Unaffected 
According to SMCP.com，the China mobile phone manufacturers have been cutting 
prices of outdated or low-end models. However, TCL's average net profit for mobile 
phones was unchanged and remained at 15 percent. Gross profit margin for mobile 
phones was 27 percent in 2002. 
4Ps of TCL Mobile Phones 
According to Merrill Lynch Global Securities analyst, TCL sold 4.7 million handsets 




Price - High-end pricing strategy 
TCL models in China sold at RMB 2,000 and RMB 3,000 retail price^^ 
Product - Comprehensive product ran^e 
• Existing Models 
Up to now, TCL has developed and launched several series of digital mobile 
phones of TCL9910，TCL 9920，TCL 9930，TCL 9980，TCL 999D, TCL8988, 
TCL8188，TCL8388. Other new entries have also been launched, such as 
TCL6898，TCL6298,TCL3188, TCL3288, TCL8198/8298, TCL 9188， 
TCL289826. 
• Features and Functions 
TCL mobile phones have basic features and functions, as what other brands 
have. It has nanometre screen (fog-resistance, scratch-resistance), PDA, 
Internet Access, SMS, WAP function. Smart STK service that can browse 
information such as foreign exchange, receive e-mails and check accounts�?. 
• Upcoming Models 





products associated with mobile phone, such as PDA mobile phones, FM/AM 
radio mobile and MP3 mobiles. However, after searching TCL websites, no 
new phones related to the above have been launched in the China market. 
Place - Wide distribution network 
According to TCL website, TCL is the first to promise "Three Warranties" to all 
consumers in China, with 1,000 Customers Service Centres in China. Besides, 
according to Mr. Raymond Li of TCL, mobile phones in China are mainly sold inside 
department stores. Besides, with the state-owned background, the distribution channel 
is not a major issue for TCL mobile phone in China. 
Promotion - Heavy promotion 
According to the various sources from writers, TCL has a very comprehensive 
media and promotion campaign in China. Television commercials，and outdoor 
billboards are very prominent, and most of China consumers are aware of them. 
The spokesperson for TCL mobile phone is Korean actress Kim Hee-Sun. She is 
the Honorary Ambassador for TCL, and her picture can be seen on all of TCL's 
advertisements (e.g. posters, television commercial). Ms. Kim signed an agreement 
with TCL on July 29^ 2001，receiving payment of RMB 10 million. Famous Chinese 
Director, Mr. Yimou Zhang, directed the television commercials for TCL mobile phones. 
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CHAPTER IV 
HONG KONG MOBILE PHONE MARKET 
HK Telecommunication Market 一 Highlighting Mobile Phone Sub-Sector 
Potential Regional Mobile Hub 
According to the International Telecommunication Unions' (ITU) report, "Internet 
for a Mobile Generation," Hong Kong is the top of the world in the Mobile/Internet Index 
rating. The Index measures how an economy is performing in terms of information and 
communications technology. 
Hong Kong's role as a leading business centre in the Asia-Pacific region owes much 
to its advanced telecommunications infrastructure, which facilitates domestic and 
international communications by voice or data. The role of telecommunications will be 
especially vital to Hong Kong's competitiveness in the age of electronic commerce. 
Being the first city in the world to have a fully digitised fixed telephone network, it 
takes the lead in terms of international call time and the penetration of telephone lines, 
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mobiles phones and fax machines. It operates Asia's largest satellite earth station and is 
connected to more fibre-optic cables than any other Asian economy^^. 
Hong Kong is also one of the world's leaders in broadband deployment, which is 
driven by low prices and wide availability of service.^^ 
Highest Telephone Density and Penetration Rate in Asia 
According to OFTA (Office of the Telecommunications Authority), by the end of 
February 2003, there were 6,348,708 mobile users in Hong Kong and penetration rate 
was 94.5 percent (according to Census and Statistics Department, population of Hong 
Kong in 2001 is 6.7 million). According to TDC (Trade Development Council) source, 
Hong Kong has the highest mobile phone penetration rate among Asian countries. In 
fact, the number of mobile phones users/subscribers overtook the number of fixed lines 
from 1999. The number of mobile phone users at the turn of the century was 80 times 
more than that in 1990, and the growth rate was 9.9 percent from March 2002 to February 
200330. jjjg market is reaching a plateau stage because the penetration rate is already 
very high. 
28 http://www.tdctrade.com/main/si/sptelc.htm 
29 http://asia.internet.eom/asia-news/article/0,3916,161_1370901 ,OO.html 
30 http://www.ofta.gov.hk/datastat/eng_key_stat.html 
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Figure 4.1 ： Hong Kong Mobile Phone Users 
HK Mobile Phone Users 
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In the fixed line territory, there were 4.8 million telephone sets served by 3.8 million 
exchange lines (of which 1.7 million were business exchange lines) at the end of June 
2002. The telephone density was 71 telephones or 56 lines per 100 people, also the 
highest in Asia.;' 
In March 2002, the prepaid SIM users' number was close to one million, 
representing 17.2 percent of the mobile phone market. While in February 2003, there 





With reference to the OFTA source, the number of2.5G customers was 228，173 and 
total number short message (SMS) sent out was 24,138,524，while message received was 
63,320,976 by the end of February 2003. 
Pioneer in Adopting New Technologies and Services 
Hong Kong is the first city in the world to have a fully digitised fixed telephone 
network. In addition. Hong Kong is one of the major cities in the world to achieve full 
portability of telephone numbers for fixed telephone users. Portability of mobile phone 
numbers and Wireless Application Protocol (WAP) services were introduced in March 
1999.33 
Hong Kong CSL is the first network in Asia to introduce Multimedia Messaging 
Service (MMS) in April 2002. MMS allows mobile phones to send message with 
pictures, sounds and text, unlike the popular Short Message Service (SMS) protocol that 
allows only brief text messages to be sent. Many see MMS as important because it is 
the first real test of whether consumers will pay for third-generation (3G) phone services 
such as picture messages, video-on-demand and mobile commerce. Appendix 3 
Trade Development Council report on Profiles of Hong Kong Major Service Industries 
(http://www.tdctTacle.com/main/si/sptelc.htm 
34 "Hong Kong mobile network bet on camera phones", Ravid Hiranand, CNN Hong Kong August 
22, 2002 (http://www.cnn.worldnews) 
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shows the milestones of Hong Kong mobile phone market. 
Replacement Mobile Phone Market 
Gartner's senior telecom and Internet analyst said that Hong Kong mobile phone 
market has slowed, and many users appear to be holding on to what they have got. This 
is also a global trend for the mobile phone replacement market^^. Hong Kong telecom 
revenues break down approximately into voice telephony (44 percent), data (37 percent) 
and Internet (19 percent). According to Gartner's analyst, voice telephony revenues will 
fall by a compound annual growth rate of 3.1 percent every year until 2006. 
Large Business Receipts from Mobile Phone Telecommunication Sub-sector 
Business receipts of the total telecommunication sector was HK$58.5 billion 
while the mobile phone sub-sector accounted for more than one-third of it (36.9 percent) 
which equals HK$21.6 billion^^ 
Network Services Providers 
The market for public mobile phone service is highly competitive in Hong Kong. 




customer base of over 6 million�: According to Consumer Council and OFTA source, the 
six operators are Hong Kong Telecom, New World, Hutchison Telecom, Peoples, 
SmarTone and SUNDAY. Hong Kong also operates mainly in GSM standarcP. 
Famous Mobile Phone Brands Dominate Market 
The key players in the Hong Kong mobile phone market are Nokia, Ericsson, 
Samsung, Motorola, and Siemens. We have brands from different countries that have 
their latest models exposed to picky and knowledgeable Hong Kong consumers. 
Currently, the Hong Kong market is a sophisticated replacement market and key players 
are very keen to grab market share by heavy mass advertisement. 
Mobile Phone Business Receipts 
The business receipts of the mobile phone sub-sector is HK$21.6 billion in 2001, 
which accounted for 36.9 percent of the total telecommunication market, which is further 
sub-divided into telephone and telegraph services, mobile phone services and other 
telecommunications services. Total receipts amounted to HK$58.5 billion in 2000^^. 
http://www.info.gov.hk/yearbook 
38 http://www.trp.hku.hk/tif/papers/1996/980527briefing.pdt 
Report on 2000 Annual Survey of Storage, Communication, Financing, Insurance and Business 
Services, Census and Statistics Department 
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Characteristics of Hong Kong Consumers 
4Ps of generic brands in Hong Kong market 
As we mentioned earlier, the Hong Kong market is a replacement market that have 
many brands. Since not very comprehensive study about the Hong Kong mobile phone 
market has been found, we tried to generalise the Hong Kong market based on our 
extensive research about the market (we especially looked at the Choice magazines that 
are published by the Hong Kong Consumer Council, and did a market scanning of the 
shops that offer mobile phones). We generalized some of the following 4Ps 
characteristics: 
Price - Full price spectrum 
The prices of most models range from HK$400 to HK$6,000. Old models (over 
one year) usually are priced under HK$ 1,000 while the latest models (within three to six 
months) with colour monitor, WAP and PDA functions are priced over HK$2,500. 
Product 一 Full range of products with latest models 
Brands - Many brands 
There are at least 15 popular brands in the markets, where some are leading and 
famous brand names such as Nokia, Motorola, Ericsson and Sony, and their origin are 
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from all over the world. For instance. Motorola comes from the US while Nokia, 
Siemens, Philips and Ericsson come from Europe; Sony, Sharp, Panasonic, NEC, are all 
from Japan; Samsung, Toplux, LG come from Korea; TCL, Hai，er, Bird, and Legend 
come from China. According to the University of Hong Kong's Latest Survey on 
Mobile Phones Usage in Hong Kong released on July 30, 2001，Nokia is the most 
popular brand. 
Product designs 一 Different styles and designs 
It is not difficult to find almost a full range of different mobile phone designs in the 
market, from foldable to non-foldable ones; from latest cyber and sleek designs tp 
mediocre designs; from built-in antenna to external antenna. You can almost find 
hundreds of designs out there in the markets at any given one time. 
Product technology 
Product Features - Encompass Latest Technology 
Leading brands such as Nokia, Ericsson, and Sony always serve as a role model for 
other brands to copy. WAP, built-in cameras, Bluetooth wireless technology, GPRS, 
MP3/radio/game fimctions, and MMS are already found in some of the models of various 
leading brands. 
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Place - Comprehensive distribution network at retail level 
Being such a mature market, Hong Kong mobile phones are distributed through 
various retail channels such as chain stores and small shops on the street side. However, 
specialty stores is also a common distribution channel in Hong Kong, with leading 
manufacturers such as Nokia using this type of own distribution network to build up a 
high-end image. 
Promotion - Heavy advertisements 
Not only do leading mobile phone brands in Hong Kong such as SonyEricsson, 
Nokia, Motorola, and Samsung heavy up on advertising campaigns, especially on 
television and print media, but also the up-and-coming brands such as Siemens and 
Toplux, which also do a large kick-off campaign during initial and new mobile phone 
model launch. 
Recent Developments 
3G and MMS 
In September 2001，the Hong Kong government issued four licenses for 3G (third 
generation wireless) mobile phones development. According to OFTA, they are Hong 
Kong CSL Limited, Hutchison 3G HK Limited, SmarTone 3G Limited and SUNDAY 3G 
(Hong Kong) Limited. Besides, Hong Kong is also the first Asian city in 2002 that 
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launched MMS (Multimedia Messaging Services). 
Current TCL 4Ps in HK 
In order to understand more about our questionnaire, the following shows the 4Ps of 
TCL in Hong Kong. 
Price - Medium Pricing 
Medium pricing strategy makes TCL phone's retail prices range from HK$ 1,500 to 
HK$ 1，800 for their models in Hong Kong. 
Product - Limited Product Mix with Generic Features 
TCL handsets have a special embedded gem feature that other brands do not have. 
Hong Kong model series includes TCL3188, TCL8988, TCL6898, and TCL6298D. 
There are also two new models, TCL2188 and TCL618; all TCL models are dual bands. 
For TCL 3188 that is our model for survey, it has functions such as phone book storage， 
SMS, alarm, vibration mode, dual band, 27 ring tones, English/Chinese text. In addition, 
it offers scratch-free screen and EL technology that makes the screen clearer. Smart STK 
service etc. 
Product design 
Mr. Raymond Li, Business Development Manager, told us that the design of the 
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product comes from the local designers in China. All the phones sold in Hong Kong are 
of the fold-up style. Besides, TCL phones usually have embedded precious gem design. 
Figure 4.2: TCL 3188 model in white colour n 
^ ^ ^ H I Embedded gem design 
Product technology/ features 
TCL is the first mobile phone that introduces nanometre technology, which is one of 
the most advanced technologies in the world. Treatment with the nanometre material 
inside and outside of the screen makes it a unique set in the field. Fog-resistance, an4 
scratch-resistance of the screen keeps it forever new regardless of user's lifestyle. 
Some models such as TCL8988 have this feature. In fact, last year, TCL started 
doing a strategic partnership with Ericsson to supply GPRS mobile handset platforms to 
TCL Mobile Communication Ltd. in the hope of utilising Ericsson's state-of-the-art 
mobile platform in its handset product development and production. 
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Models 
Existing old models 
We found that most places such as the home appliances chain stores (Broadway), 
telephone chain stores (Circle, CM Concept) and SUNDAY (one of the network service 
providers) offer three types of models of TCL phones. They are TCL2188, TCL3188 
and TCL6898, and they come in three colours: White, Red and Grey. It was concluded 
that limited models and choices are offered in the Hong Kong market. 
As for the TCL8988R limited gold coating version, it has not been spotted since 
the beginning of our market search in December 2002, in Broadway or CM Concept; 
perhaps the promotion period is already over. 
New (not launched) 
As mentioned earlier, TCL International Holdings Limited has partnered with 
TTPCom for the development of mobile phones that feature MMS enabled camem, 
together with large colour screen and downloadable games, which TCL Mobile was 
expected to launch in the first half of 2003"^ ®. However, after searching through TCL 
websites, going to the retail stores and asking our interviewee Mr. Li, he confirmed that 
no new phones related to the above have been launched in the Hong Kong market yet. 
40 http://www.tclhk.coni 
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Currently, TCL mainly has the TCL3188 and TCL2188. We can see that the launching 
of new products is quite slow because these two models have already been in the market 
for almost one year. 
From our observation, we did not find any new models introduced by TCL 
throughout our study (at least for the past nine months) and existing models are limited in 
style and colours, and with just general features. However, other brands such as Nokia, 
and even Siemens, introduce new models quite frequently (less than three months) and 
embedded with new design and new technology. For instance, Nokia has already 
launched mobile phones with Bluetooth, colour screen and GPRS technology. Besides, 
TCL mobile phones do not have much surprise in a number of aspects, from 
technological level to product design; from the time-to-market to the variety of choices. 
Place 一 Weak distribution in network service providers 
Currently, TCL handsets are sold in Broadway (home appliances chain stores). 
Circle (mobile phone chain stores)�CM Concept (mobile phone chain stores) and 
SUNDAY (network service providers). However, big network services providers such 
as CSL, Hutchison, or smaller players such as New World Telephone, and SmarTone still 
do not carry its products. This may be because TCL just came into the market in 2002， 
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and it takes time to build the relationship with local network operators to carry their 
phones in the shops. Our interview with Mr. Raymond Li also revealed that it is quite 
difficult to gain access to the network service providers because network service 
providers need to have confidence in the phone manufacturers before they are willing to 
carry its products. TCL is trying to do improve this situation in the coming future. 
Promotion - No sustainable advertisement after launch 
In 2002, TCL was the main sponsor of Asian PGA tour and launched the first 
outdoor grand neon billboard at the rooftop of Hyde Centre, Wanchai. 
On July 29, 2001, TCL launched a big advertising campaign. They paid famous 
Korean movie star Kim Hee-Sun RMB 10 million to endorse its products and be the 
Honorary Ambassador for TCL mobile brand. Chinese First Director, Mr. Yimou Zhang, 
directed the TV commercial. 
According to Mr. Raymond Li, TCL also launched a series of commercials upon its 
kick-off in Hong Kong early in March 2002, especially on ATV Home Channel. The 
television commercials were the exact versions of those that were aired in the China 
market. Print advertisements in local newspapers, such as on the front page of Hong 
Kong Economic Times (in December 2002) and other local weekly magazines were also 
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done. Joint promotion was offered with Chow Sang Sang Jeweller to offer the limited 
version of TCL8988R, which has a gold coated cover and embedded ruby. 
However, TCL's promotions in Hong Kong are just on an event-based nature, no 
in-between promotions and advertisements are conducted occasionally in order to refresh 
consumers' mind. It is quite difficult to build the image because the Hong Kong mobile 
phone market is flooded with new phones and new brands with competitive pricing. 
(Note: Promotional materials and print advertisements of TCL mobile phone in Hong 
Kong are attached to the Professor's copy only.) 
Differences between Hong Kong and the China Market 
From the interview with Mr. Raymond Li, business manager of TCL Hong Kong 
office，we found the following differences between Hong Kong and China mobile phone 
market. 
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Table 4.1 ： Differences between Hong Kong and China mobile phone market 
Stage of Market Growing Mature and replacement 
market 
Consumers Cognitive Not very knowledgeable Very knowledgeable and 
Level have exposure to the latest 
trends of mobile phone 
Penetration Rate 30% (in cities) ~ Almost 95% — 
Product Varieties & Relatively less than Hong Many varieties. 
Technology Kong. Follow the technology 
Follow the technology level in a much faster pace, 
level in a slower pace. with leading brands having 




Local Produced Brand Have a number of No local brands and have 
well-known brand and some sort of discrimination 
some consumers do not towards Chinese brands 
discriminate local brands 
Number of Phones that a Many consumers have 2 One (based on market 







Timeline of Survey 
Table 5.1: Timeline of Survey 
October, 2003 Interview with TCL Hong Kong Office 
December, 2003 Complete first draft of the questionnaire 
End of January, 2003 Pilot test done and questionnaire finalized 
February, 2003 Rollout of the survey 
Mid-March, 2003 Outbreak of SARS, suspend the survey on street level 
April，2003 Survey analysis 
Target Market 
After the interview with Mr. Raymond Li, the Business Development Manager of 
TCL Mobile Information International Company Limited (Hong Kong office), we were 
told that the primary target segment of TCL mobile phone in Hong Kong is young, 
educated female aged between 26-45. During subsequent telephone interviews with Mr. 




In late December last year, we conducted a focus group using our first draft of 
questionnaire with five people that included some of our friends and students. Much 
insight was gathered to improve the questionnaire. 
Pilot Test 
A pilot test was being rolled out with 20 people. Over half of the questionnaires 
were completed on the streets and the respondents were passer-bys. We tested the 
passers-by because we wanted to get a real feeling of what the actual survey was going to 
be, and the estimated time and ease of completing the questionnaires. 
Some of the questionnaires were conducted with people that we know in order to 
gather more in-depth comments on our questionnaires. After we had checked the 
consistency, logic, length and relevancy of the reports, we presented our final version to 
our supervisor for comments. By taking into account of the comments of our supervisor, 
we finalized our questionnaire. 
Quota Sampling 
One hundred and sixty-five structured questionnaires were conducted by quota 
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sampling method because we had limited time, and also because we wanted to reduce the 
bias of selecting only people of a specific category. In addition, after consulting with 
our supervisor and TCL HK, we felt that a general preliminary market survey needed to 
be conducted in order to help TCL understand the Hong Kong market more. 
In consideration with the outbreak of SARS in late March 2003，and after we 
consulted our supervisor, we stopped doing surveys on the streets due to safety issues. 
Sampling locations and time 
In order to reduce location bias, we chose three geographic locations, namely the 
Causeway Bay in Hong Kong Island, Mongkok in Kowloon side and Shatin in the New 
Territories. We went to shops and malls that have mobile phone distributors. Besides, 
we also tried to go there in different timeslots such as weekdays and weekends, as well as 
in the mornings and evenings in order to capture a more variety of people. 
Structure of Questionnaire 
Research areas were structured in two parts: the first part focuses on the mobile 
phone usage and preference of Hong Kong consumers, and the second part was about 
TCL mobile phone in the Hong Kong market, based on the 4Ps framework. (A set of 
English and Chinese questionnaire is attached in the appendix section) 
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Showing Dummy Product 
After we conducted an interview in October 2002 with Mr. Raymond Li, we found 
out that TCL had not conducted any surveys regarding the Hong Kong market, and that 
TCL phones are quite new to the market. In order to familiarise respondents with the 
TCL phone, we showed the dummy models of the phones to the respondents during our 
survey. 
Since TCL Hong Kong said that TCL3188 model was the most common model that 
they are promoting, they suggested us to use TCL3188 as the reference and model in 
conducting our surveys. 
Survey Results Compatible 
It seems that our sample size is a little small when compared to other similar surveys 
such as the Mobile Phone Usage in Hong Kong survey conducted by the University of 
Hong Kong (HKU) in 2001, whereby they had 1,535 respondents. However, some of 
our findings are compatible to what they had. For instance, almost 50 percent 
respondents in our sample size use Nokia mobile phone, whereas the HKU report shows 
52 percent respondents using Nokia phones. The Hong Kong PCS Handsets survey by 
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the US & Foreign Commercial Service and US Department of State report^� in 1996 
stated that the most important factors of selecting mobile phones are price, style and 
performance (reliability), which are also the findings from our survey. 
We are confident that our survey results is quite representative and useful for 
understanding the mobile phone market in Hong Kong, and serve as a guideline for TCL 
Mobile Information International Company Limited (Hong Kong office) to crack this 
market. 
Highlights and Implications of Survey Results 
Part I: HK Mobile Phone Market - Usage and Preference 
In order to present our data findings in a more precise way and highlight interesting 
points that are of marketing and strategic values and implications, we are presenting t 
hose information in the following part. For details of the data analysis, please refer to 
Chapter VI，which is the coming chapter. 
Hong Kong mobile phone market is a very competitive market with lots of brands 
and new models come out so quickly (less than six months) in order to support the 
frequent mobile phone model switchers. There are more trend followers in the younger 
http://www.tradeport.org/ts/couiitries/hongkong/isa/isar0036.html 
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age group especially, in the age group of under 25. Marketers need to think of new 
models that appeal to younger consumers. Both younger age group and females place 
more emphasis on style. 
However，one thing marketers should notice is that there is no relation between 
income level and frequency of changing phones. Lower income groups are also likely 
to change mobile phones as frequently as those in the higher income group. 
Consumers tend to do comparison-shopping when selecting their mobile phones 
because many of them frequent shops that offer varieties of different brands and models. 
For example, large home appliances retail chain stores such as Broadway and network 
service providers such as CSL. Network service providers also provide one-stop 
solution telecommunication services, including network accessing, and they offer 
bundled services with discount on mobile phones. Tiny, crowded display and shopping 
environment tend to attract fewer consumers. 
The main reason of changing phone is because the previous one is damaged or faulty. 
Product reliability is very important because many of the consumers are open minded to 
trying out new brands. If product performance is not good, then it probably leads to a 
brand switch and unable to lock-in the consumers, thus it will waste the money that 
marketers spend to build on brand and image. 
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Besides, the Hong Kong market tends to be a brand dominated market, with Nokia 
being the most popular brand among respondents. Among the selection criteria of the 
mobile phone, brand is still important although other factors such as performance and 
price are the top priority in choosing among different mobile phones. We can see that th^ 
second most popular brand. Motorola，is a great distance away from Nokia in terms of 
market share, even though both Nokia and Motorola are major global brands. 
Top five selection criteria among mobile phone were performance (reliability), price, 
style, user-friendliness and functions. Except price, the rest of the elements are product 
related. Besides, price and performance are the two most important criteria in selecting 
mobile phones regardless of the consumers' age, income and gender differences. 
Promotion is important in building brand awareness in the highly competitive 
environment, with so many brands and models. However, it is just a hygiene factor in 
the consumers' mind; it is better to use promotion to build up image and awareness in the 
specific target segments that the marketers want to crack. 
Place of manufacture is not an important factor in selecting mobile phone. However, 
consumers tend to have less confidence on brands that come from China. 
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Suggestions in Cracking HK Market by 4Ps Analysis 
Price strategy 
Affordable and competitive pricing strategies are needed. Low pricing strategy can 
also be adopted given the models are targeting non-style conscious consumers. 
Product strategy 
Product attributes such as performance, reliability, function, style an i^ 
user-friendliness should be considered when designing the new models. Manufacturers 
should come up with new models consistently in order to lock in customers to switch 
brands and keep up with the fast need of changing mobile phones in a short amount of 
time. 
Place/Distribution 
Shelf space of mobile phones should be emphasized in the network services 
providers, such as CSL. Joint promotions should be organized with network services 
providers in order to also facilitate long-term cooperation. 
Promotion strategy 
Promotion should emphasize on product reliability and image, so as to create brand 
preference and reduce brand switching effect. 
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Part II: Highlights and Implications of the TCL Related Data (4Ps) 
Majority of the consumers were aware that TCL is a China brand, and when talking 
about the confidence and faith in Chinese brand mobile phones, no satisfactory results 
were found. What is more disappointing is that consumers have very weak imminent 
intention in purchasing TCL mobile phones even though they are told that it ranked 
number one or two in China; the majority of them (60 percent) said they would not 
consider purchasing the phones within the coming 12 months. 
There is no amazing aesthetic product design that attracts the consumers. Besides, 
the embedded gem design seems to be unattractive to most of the consumers (51 percent 
of respondents think it is unattractive). It is also disappointing to find that only 8 
percent of the consumers think the embedded gem design is attractive. Besides, it hasn't 
been successful in attracting the younger groups, aged below 35. This shows that TCL 
is not doing that well in the segment group (young, educated, working females) that it 
initially wanted to target. 
Regarding the overall design of TCL phone, one-third of the consumers even think 
the phone is old-fashioned. Furthermore, the product design is relatively morp 
appealing to older females. This also shows a wrong targeting problem because TCL 
wants to target younger and educated working women. But now, younger women do not 
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seem to like the phone design at all. 
What makes the marketer have some confidence is that the foldable feature of the 
phone is quite acceptable. It is worth noticing that if TCL plans to expand its target 
market to male groups, then the story will be different，as a majority of the male 
respondents do not like the foldable feature, especially the males aged below 35. 
TCL mobile phone actually has the basic functions and features that a normal mobile 
phone would have in the Hong Kong market. Its product functions are considered to be 
enough to fulfill the basic requirements of consumers' needs. 
Its pricing strategy seems okay for TCL because over half the consumers think that 
it is reasonable, but there is also quite a large portion of consumers (one-quarter) that 
thinks it's slightly expensive. 
When coming to distribution channel, TCL is a little weak because almost half of 
respondents (47.9 percent) did not pay attention to it. Since majority of people are 
aware of the TCL brand (from the previous result), it can be interpreted that TCL phones 
are either not attractive, or the distribution channels are not broad enough to make the 
products eye-catching to consumers. One other reason is that according to the previous 
findings, consumers love to shop at network services providers outlets but TCL has 
limited access to this form of distribution channel. Thus, it is hard to create sufficient 
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shelf space, distribution coverage and awareness. 
Its basic advertising seems enough because 65 percent of consumers have heard or 
seen TCL mobile phones. However, consumers come across TCL from various sources 
such as store displays, which only received a slightly higher percent compared to other 
media (radio, outdoor, newspaper etc.). This shows that no major advertising channel 
has been used by TCL. Traditionally, electronics consumer goods rely heavily on 
television advertisement, and local opponents such as Nokia, Motorola and Samsung 
have flooded the local television screen with their television commercials. 
The findings show another weakness of TCL, and this is regarding the spokesperson 
that they use. Korean actress Kim Hee-Sun is not widely known in the Hong Kong 
market, and consumers also think that using the Korean spokesperson does not give much 






One hundred and sixty-five (165) valid questionnaires were collected using 
quota-sampling method. 
Analysis of the Results of Survey 
Demographics 
A summary of demographic data of the respondents is shown in Table 1.1 below: 
Table 6.1: Demographics of respondents 
Male 40.0% Below Secondary School 1.8% 
Female 60.0% Secondary School 30.3% 
Undergraduate 46.7% 
<25 13.9% Postgraduate or above 21.2% 
26-35 60.6% [ B P B B f W B W W B ^ B ^ B 
36-45 17.6% <$10,000 17.0% 
46-60 6.7% $10,001-$20,000 26.7% 
>60 1.2% $20,001-$30,000 18.8% 
^ B ^ ^ B M B l W i l $30，001-$40，000 11.5% 
White-collar 49.7% >$40,000 12.1% 
Blue-collar 3.6% N/A 13.9% 
Professional 20.0% • n S f f i M M B W W ^ B ^ ^ ^ ^ B 
Self-employed 5.5% Permanent Resident 97.0% I 
Non-income* 13.3% Non-permanent resident 2.4% 
[Others 7.9% Tourists 0.6%~1 
The majority of the respondents in our sample group are Hong Kong permanent 
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residents (97 percent), and 60 percent of respondents are female. In addition, the 
majority of respondents are young adults, aged between 26 and 35 years old (60.6 
percent). Almost all the respondents have at least a secondary school education, with 
only 1.8 percent having below secondary school education attainment; a majority of 
respondents have an undergraduate degree (46.7 percent). 
A big percentage of respondents have monthly salaries between $10,001-$20,000 
(26.7 percent), and a majority of them are in the low to middle income group, i.e. have 
monthly income below $30,000 (62.5 percent). A majority of the respondents are 
white-collar workers (49.7 percent), with the next biggest group being professionals (20 
percent). The professionals group is quite large, and it is because we grouped the 
following occupations under Professionals: doctors, lawyers, engineers, accountants, 
architects, pharmacists, professors and teachers. 
Part I : Mobile Phone Usage and Preference 
Current Brand 
Most popular brand: Nokia 
We found that almost half of all respondents are currently using Nokia brand (48.5 
percent) mobile phones. Motorola (10.3 percent), the next popular brand selected, trails 
behind Nokia by quite a large percentage, followed by Panasonic (9.7 percent). 
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Figure 6.1: Current Mobile Phone Brand 
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Frequency of Changing Mobile Phones 
Majority replace mobile phones within one to two years 
Forty-one percent of respondents have been using their mobile phones for more than 
two years before changing to a new one, 39.4 percent of respondents stated that they 
changed their phones once every 1 to 2 years, and 11.5 percent changed their phones 
every 7 to 12 months. 
A few respondents (7.3 percent) said that they changed their mobile phones every 
six months or less; of this group of people who changed their mobile phones the most 
frequently, the main reasons for switching are because they wanted newer phone model 
(33.3 percent), and that their previous phone was damaged/faulty (25.0 percent). 
A small percentage of respondents have not changed their mobile phones (Others: 
1.2 percent). This means that more than half of all respondents do not keep their mobile 
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phones for more than two years, with the majority of them changing their phones within 
one or two years of purchase. 
Short time to market for new models 
As mentioned above, a few respondents change mobile phones very frequently. 
This is only possible with a market that has fast product life cycle，with many different 
designs to select from. This reflects how difficult the Hong Kong mobile phone market 
is because the manufacturers will need to constantly introduce new models to entice 
consumers. 
Table 6.2: Frequency of replacing phone by gender, age, and monthly income 
Gender Male 9.1 12.1 40.9 36.4 1.5 100.0 
F ^ a l e 6.1 — 11.1 38.4 ~ 43.4 1.0 100.0 
Age <25 13.0 21.7 52.2°" 0.0 ‘ 100.0 
26-35 ^ 10.0 48.0 33.0 1.0 100.0 
36-45 lA 20.7 27.6 44.8 3.4 100.0 
46-60 0.0 27.3 72.7 0.0 100.0 -； 
>60* 0.0 0.0 50.0 50.0 0.0 100.0 ^ 
Average <$10,000 10.7 17.9 ~ 3 5 . 7 32.1^ ^^ ^ 3.6 100.0 二 
”onthly $10,001 - $20,000 2.3 11.4 29.5 56.8 0.0 100.0 
Income 
$20,001 - $30,000 6.5 9.7 58.1 25.8 0.0 100.0 
$30,001 - $40,000 10.5 21.1 36.8 31.6 0.0 100.0 
>$40,000 ^ 5.0 35.0 45.0 5.0 100.0 
Not applicable 厂 8.7 4.3 “ 43.5 43.5 0.0 100.0 
•We only had 2 respondents in this age group 
More trend followers in younger age group 
The frequency of mobile phone replacement among males and females are fairly 
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similar. We found that respondents aged below 25 years replaced their mobile phones 
the most frequently, with 13 percent of them replacing their mobile phones every six 
months, and a total of 26 percent replacing their phones within one year. Out of this 26 
percent of respondents aged below 25 years, their reasons for replacing phones sp 
frequently are because they wanted newer model (33.3 percent), previous phone was 
damaged/faulty (33.3 percent), lost/stolen (17 percent) and others (17 percent). 
Those in the 36-45 age group also replaced their mobile phones quite frequently, 
with a total of 24 percent of them replacing within one year, compared to 18 percent in 
the 26-35 age group. The reasons given by the 36-45 aged respondents are because 
they wanted newer model (28 percent), phone was damaged/faulty (14 percent), gift (14 
percent), not up to standard (14 percent), out of fashion (14 percent) and others (14 
percent). 
It is found that the majority of respondents aged between 46-60 (72.7 percent) 
replaced their mobiles phones only after two years, and mainly because previous phone 
was damaged/faulty (62.5 percent). 
No Correlation Between Income and Frequency 
About one-third (32 percent) of those who earn between $30,001 - $40,000 change 
their mobile phones within one year. However, we cannot say that frequency of 
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changing mobile phone increases with income level because those earning below $10,000 
per month also changed their mobile phones quite frequently, with 29 percent replacing 
their mobile phones every year. Among the respondents who earned more than $40,000 
per month, almost half of them only replaced their mobile phones after two years of 
purchase. 
Table 6.3: Frequency of replacing phone by income level, grouped by age 
p$10,000 llAge |<25 15.4 23.1 23.1 38.5 0 - 0 ^ 
26-35 10.0 10.0 50.0 20.0 10.0 
“ "“"“ 36-45~ 0.0 25.0 _ 25.0 50.0 0.0 
46-60 0.0 0.0 100.0 0.0 0.0 
b0 ,001 - $20,000 I Age —25 0.0 0.0 25.0 75.0 0.0 
[[；^^^ 26-35 3.2 9.7 35.5 51.6 0.0 
3 6 - ^ 0.0 28.6 — 14.3 57.1 0.0 
146-60 0.0 0.0 0.0 100.0 0.0 
$20,001 - $30,000 Ikge |<25 | 0.0 0.0 100.0 0.0 0.0 
26-35 9.1 9.1 63.6 18.2 0.0 
H H I I I I I I I I I 36-45 0.0 — 25.0 50.0 25.0 0.0 
46-60 0.0 0.0 25.0 75.0 0.0 
$30,001 - $40,000 26-35 13.3 20.0 = 40.0 26.7 o J ^ 
“ “ 36-45 0.0 25.0 25.0 50.0 0.0 
^^^^^^^ _ _ _ . , , . ^ •pi—I——•• II N i •• I II 
>$40,000 llAge |<25 0.0 0.0 0.0 100.0 0.0 
26-35 11.1 11.1 55.6 22.2 0.0 
“ 3 6 ^ 4 ^ 14.3 0.0 — 28.6 42.9 14.3 
46-60 0.0 0.0 0.0 100.0 0.0 
>60 0.0 0.0 100.0 0.0 
Not Applicable [Age |<25 || 25.0 0.0 0.0 75.0 0.0 
26-35 7.7 0.0 53.8 38.5 0.0 
36-45 0.0 3 3 ^ 3 3 . 3 ~ 33.3 0.0 
46-60 0.0 0.0 50.0— 50.0 0.0 
^ CLO 0 0 1 0 0 . 0 0.0 0.0 
II 丨I I II I I I 丨 
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Reasons for Replacing Mobile Phone 
Figure 6.2: Reasons for replacing mobile phone 
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When the respondents were asked why they replaced their previous mobile phones, 
almost 40 percent of them answered that it is because their previous phones were 
damaged/faulty. In our view, this may imply that mobile phone manufacturers are not 
paying much attention to product quality, but only interested in rolling out new models. 
This may also be due to the mishandling of phones by consumers. 
Other major reasons cited are because the respondents wanted newer model, and 
previous mobile phone was not up to standard. A few respondents selected the option 
‘‘Others，，because they have not replaced their first mobile phone. 
Mobile Phone Selection Criteria 
Table 6.4 summarizes the percentage of responses to Question Four of the 
questionnaire (please see Appendix 4), which asks respondents to rate the importance of 
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different criteria when purchasing a new mobile phone. 
Table 6.4: Criteria considered when purchasing a new mobile phone 
Price ‘ 2.4 14.5 83.0 ~~100.0 
Style (size，shape，color, antenna) ^ 15.2 78.2 100.0 
User-friendly 3.6 19.4 77.0 _ _ m O _ 
Functions (ring tones, personal organizer，SMS) 9.1 28.5 62.4 綱 . 0 
Word of mouth; recommendation by friends/family 12.1 26.1 61.8 100.0 
Brand 15.8 — 31.5 52.7 100.0 
How easily phone can be purchased in the market 24.8 35.2 40.0 | 100.0 
Brand Using Now 35.8 32.7 _ 3 1 . 5 _ I 100.0 
In fashion/following current trend 32J ^ 26.7 1 0 0 . 0 _ 
Place of Manufacture 4 M 23.6 100.0 
Advertisement effect and image 49.7 35.2 15.2 || m O 
•Includes responses of Not Important At All and Not Important. 
** Includes responses of Important and Very Important 
From the results, we see that the top five criteria that respondents find important 
when purchasing a new mobile phone are in the following order: (1) performance, (2) 
price, (3) style, (4) user-friendliness and (5) functions. The least important criterion to 
i 
be considered when purchasing a new mobile phone is the advertisement effect/image. 
Place of manufacture not important 
Respondents also do not place a lot of emphasis on place of manufacture, and this is 
probably because many major brands such as Nokia and Ericsson, have already 
outsourced their production of mobile phones to cheaper production sites such as China, 
Malaysia and Taiwan. 
Open-minded to other brands 
The respondents will not necessarily purchase a new mobile phone which has the 
same brand as the phone they are currently using, since the percentage of respondents 
who rated it as Not Important (35.8 percent), Average (32.7 percent) and Important (31.5 
percent) are almost equally divided. 
Brand reputation still important 
Even though there is one-third chance or higher of respondents switching to another 
brand different from their current one, they would still look at brand reputation for their 
selection process. The majority of the respondents (52.7 percent) think that the brand of 
the new mobile phone is important. 
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#1: Performance 
Table 6.5: Performance * (Gender, Age, and Average Monthly Income) 
Gender 腳 ^ M 13.6 83.3 I 
^^ Female 5A 8.1 86.9 
<25 一 4,3 4.3 91.3 H 
26-35 IM 87.0 
Age 36-45 U^ 79.3 
46-60 9A 72.7 
>60 ^ g ^ 100.0 
•! !••••• •• • • I 11 ！ I • • ‘ —— 
<$10,000 7 J ^ 89.3 
Average $10，001-$20,000 2.3 O 90.9 
Monthly $20，001-$30，000 6.5 80.6 
Income $30，001-$40，000 5.3 84.2 
|>$40，000 11 0.0 15.0 85.0 
Performance is important regardless of gender, age or income 
When based on gender, male and female do not show a significant difference in their 
choices (/^： p>0.05): male and female are equally likely to regard performance as 
important. The responses are also similar within age groups and income level 
p>0.05). It should be noted that there were only two respondents in the age group above 
60 years old, and both think that performance is important when considering the purchase 
of a new mobile phone. 
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#2: Price 
Table 6.6: Price * (Gender, Age，and Average Monthly Income) 
I ^ , iMale 1.5 16.7 81.9 
Gender 
iFemale 3.0 13.1 83.8 
<25 ^ ^ 8.6 8.7 82.6 
26-35 g^ 87.0 
Age 36-45 ^ ^ 72.4 
46-60 q^ ^ 72.7 
>60 0.0 0.0 100.0 
^“二^<$10,000 ~ 3.6 21.4 75.0 
Average $10，001-$20，000 0.0 15^ 84.1 
Monthly $20,001-$30,OOP 3.2 m 77.4 
Income $30，001-$40，000 5.3 78.9 
>$40,000 0.0 I 10.0 90.0 
Price is important regardless of gender, age or income 
There is no significant difference between gender, age, or income when it comes to 
price.(义2: p>0.05). All groups think that price is an important factor when purchasing 
mobile phone. It is interesting to discover that the group with monthly income above 
$40,000 seems to place more emphasis on price (90 percent), when compared to the 
group with monthly income less than $10,000 (75 percent). 
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#3: Style 
Table 6.7: Style * (Gender, Age, and Average Monthly Income) 
^ ^ [Male 9.1 24.2 66.7 
Gender 
iFemale 5.1 9.1 85.9 
<25 = 8 . 7 8.7 82.6 
26-35 10^ 86.0 
Age 36-45 63 ^ 69.0 
46-60 ^ ^ 27.3 
>60 0.0 50.0 50.0 
<$10,000 = 7.1 = 17.9 75.0 
Average $10，001-$20，000 6.8 LL^  81.8 
Monthly $20，001-$30，000 12.9 74.2 
Income $30，001-$40，000 0.0 ^ 78.9 
>$40,000 5.0 25.0 70.0 
Females place more emphasis on style 
There is a significant difference between responses by male and female when it 
comes to style {-^： p<0.05). Although both regard it as important, female respondents 
seem to place more importance on this criterion. 
Younger respondents place more emphasis on style 
There is also significant difference among different age groups (x^: p<0.05). They 
do not all have the same perception towards style; the younger respondents think that 
style is important, but the older respondents, such as those in the 46-60 age group, are 
mostly indifferent when it comes to style (27 percent). 
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Preferred Place to Purchase Mobile Phone 
Figure 6.3: Preferred place to purchase mobile phone 
Preferred Place to Purchase Mobile Phone 
Temporary promotional booths t 3 1.2 
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Confidence in network service providers 
Almost half of all respondents prefer to purchase their mobile phones from network 
service providers such as SmarTone, CSL，Sunday, Peoples and New World. This 
may be because these places offer one stop solution of telecom service, including 
network accessing, and bundle the package with discount on mobile phone if you select 
their networks. 
Consumers prefer comparison shopping, with good shopping environment 
Although theoretically, respondents should also have confidence in purchasing 
phones at the manufacturing specialty stores, only 5.5 percent of them selected this place. 
This may be due to the limited variety of mobile phones that are offered in the shops. 
We can see that when distribution outlets such as the shopping malls streets offer 
more variety, then more respondents tend to go there. However the shopping 
environment is also important; fewer respondents tend to visit small shops due to the 
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limited shop space and because the crowded display create unfavourable shopping 
conditions. 
Shelf space important in creating awareness 
The next popular place is the home appliances retail chain stores such as Broadway 
and Fortress, followed closely by chain shops for telecom products such as Circle, and 
CM Concept. All in all, we can generalize that shelf space is important in catching 
consumers' attention, because both places offer wider shelf space and better display 
capability for mobile phones. 
Table 6.8: Preferred place for male respondents, grouped by age 
=npsehain electronic j 7.7 o.O 16.7 0.0 7.6 
Network service 41.0 27.3 50.0 100.0 40.9 
providers 
Home appliances retail 7 9 27.3 0.0 0.0 16.7 
chain stores 
X T o L booths 0 � 0 � 9 . 1 0.0 3.0 
33.3 12.8 9.1 0.0 0.0 13.6 
Manufacturers' „ „ _ , ^ , ^ ^ ^ ^ . -. 1 “ ‘ 0.0 5.1 9.1 0.0 0.0 4.5 specialty stores 
Others 0.0 ^ 9.1 0.0 0.0 3.0 
Ibtal 一 100.0 100.0 ~700.0 100.0 100.0 lOOjj 
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The majority of male respondents said that they usually purchase their mobile 
phones from network service providers. The third popular place to purchase mobile 
phone for male respondents is not the chain shops, but at streets/malls mainly selling 
mobile phones, for example Sin Tak mall in Mongkok. Male respondents below 25 
years of age frequent these places the most. 
Table 6.9: Preferred place for female respondents, grouped by age 
Fema 丨 7 T 1 9 . ^ 16.71 20.01 0 . 0 1 m 
Place telecom products 
Non-chain electronic .^O 3.3 5.6 0.0 0.0 3.0 
shops 
Network service yg ^ 44.3 44.4 60.0 100.0 50.5 
providers 
Home appliances 7 ^ 14.8 22.2 0.0 0.0 14.1 
retail chain stores 
Streets/maUs mainly o.O 8.2 5.6 0.0 0.0 6.1 
selling mobile phones 
Manufacturers' 0.0 8.2 5.6 0.0 0.0 6.1 
specialty stores 
Others 7J_ 1.6 0.0 20.0 0.0 
Ififotai — I^ 100.01 100.01 100.01 100.0 丨 100.01 loo.ol 
As for the female respondents, half of them prefer to buy their mobile phones from 
the network service providers, 17.2 percent prefer buying from the chain shops, and 14.1 
percent of all female respondents prefer to buy from home appliances retail chain stores. 
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Part II ： TCL Mobile Phone 
General Idea of TCL 
Majority aware that TCL is a China brand 
Respondents were asked if they know which country the TCL brand belongs to. Of 
all 165 respondents, 51.5 percent knew that it is a brand from China, 30.3 percent said 
they had no idea, whereas 17 percent thought that it is from Korea. For these 17 
percent to think that it is a Korean brand, it is probably because they have seen TCL's 
advertisement using a Korean actress as spokesperson, thus they just assumed that it is 
from Korea. 
Product 
Able to fulfill requirement? 
We showed the respondents the function list for TCL mobile phones, which fulfills 
the basic product functions that users need, and is similar to those of the average mobile 
phones found in the market. We then asked the respondents whether it would be able to 
fulfill their requirements. 
Almost half of all respondents answered that it would fulfill their requirements (49.1 
percent). However, there were also many respondents (40 percent) who declined to 
comment, and 10.9 percent of all respondents said that it would not fulfill their 
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requirements. Male and female respondents have very similar responses to the 
question, as seen in the chart below. 
Figure 6.4: Can TCL mobile phone fulfill requirements 
Can TCL Mobile Phone Fulfil Requirements 
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Foidable features - Acceptable, especially among females 
Since all of TCL mobile phones sold in Hong Kong are of the foidable type, we 
asked the respondents whether they like this type of design. Among all respondents, 
27.3 percent said that they liked it, but 43.6 percent did not like it. The remaining 29.1 
percent were indifferent, and said they do not mind the foidable design. 
A majority of the male respondents do not like the foidable feature, especially 
among males aged below 35. For the female respondents, their responses were split 
rather evenly between the three options. Among females in the 26-45 age group (which 
is the target group for TCL), a majority of them like or do not mind the foidable mobile 
77 
phone design. More than 50 percent of female in the 46-60 age group like the foldable 
design. 
Table 6.10: Response by gender (grouped by age) regarding foldable feature 
Male <25 ~~ 44.4 55.6 — 0.0 
26-35 ^ 28.2 
36-45 ^ 3M 36.4 
46-60 \6J ^ 50.0 
|>60* 0.0 0.0 
Total 19.7 53.0 27.3 
Female Age <25 42.9 28.6 28.6 
26-35 ^ ^ 31.1 
36-45 TLS ^ 38.9 
46-60 60^ ^ 0.0 
|>60* 0.0 0.0 
Total 32.3 37.4 30.3 
" • ‘ I I - I _ —' 
* There is only one respondent aged >60 in each gender group. 
It is interesting to note that there was significant difference in response among 
respondents from different income groups p<0.05): 
Table 6.11: Average Monthly Income * Like Foldable Feature 
Like the Foldable Feature? (%) 
Yes No Don't mind 
<$10,000 ^ ^ 7.1 
Average $10,001 - $20,000 ^ ^ 22.7 
Monthly $20,001 - $30,000 ^ 38.7 
I _ m e $30,001 - $40,000 ^ 4TA 36.8 
>$40,000 15.0 40.0 
From the table above，we see that a majority of respondents who earn below $10,000 
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per month said that they like the foldable feature, while more than half of respondents in 
the $10,001-$20,000 income group do not like it. Majority of those in the high-income 
groups (>$30,000) also do not like the foldable mobile phones design. 
Overall TCL mobile phone design 
No amazing aesthetic product design, one-quarter thinks old-fashioned 
When the respondents were asked what they thought of TCL mobile phone's overall 
design, majority of them (61.8 percent) think that it is just average and that there is 
nothing special about it. About one-quarter of all respondents (24.8 percent) think that 
it is old-fashioned, whereas 11.5 percent of respondents think that it is trendy. The 
following is a breakdown of responses by gender and age group. 
Table 6.12: TCL mobile phone design * Age * Gender Cross tabulation 
Male II Age <25 333 l U 55.6 一 0.0 
26-35 41^ ^ ^ 0.0 
36-45 ^ 0.0 
46-60 66J 0.0 
|>60 0.0 ^ 0.0 
rotol 33.3 12.1 54.5 0.0 
Female Age ^ 7.1 
26-35 ^ ^ 1.6 
36-45 n j n j j jA 0.0 
46-60 ^ ^ 20.0 
|>60 0.0 ^ 100.0 0.0 
Ifi^al 19.2 11.1 66.7 3.0 
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Regardless of gender, the majority of respondents find TCL mobile phone design 
average/nothing special. For males aged 26-35, 41 percent of them think that it is 
old-fashioned. 
Product design more appealing to older females 
As for females, there was a significant difference in their responses among different 
age groups p<0.05). The TCL mobile phone design seems to appeal more to 
females aged 46-60, as 60 percent of them rated it as trendy. Majority of the target 
group for TCL, females aged between 26 and 45，only finds the design average. 
For the three female respondents who selected the "Others" option, one found the 
overall design unattractive, another mentioned that the design is feminine, while another 
said that TCL's design looks like an imitation of another brand's design. 
Embedded gem design 
Unattractive 
The differentiation feature of TCL mobile phones compared to other phones in the 
market lies in the embedded gem design. Over half of the respondents (51 percent) 
think that it is unattractive, 39 percent said that the embedded gem design is all right but 
can also do without it, while another 8 percent think that it is attractive. Of the three 
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respondents who selected the option "Others," one had no comment, another said that it is 
old-fashioned, and another mentioned that it looks too exaggerated. 
Table 6.13: What do respondents think of the embedded gem design 
Male Age <25 0.0 m ^ 11.1 
26-35 7.7 33.3 59.0 0.0 
36-45 0.0 54.5 45.5 0.0 
46-60 16.7 66.7 16.7 0.0 
>60* 0.0 0.0 100.0 0.0 
Female Age <25 7.1 二 35.7 57.1 0.0 
26-35 8.2 36.1 54.1 1.6 
36-45 11.2 50.0 33.4 5.6 
46-60 20.0 60.0 0.0 20.0 
>60* 0.0 0.0 100.0 0.0 
•In the over 60 age group, we only have a total of 1 female respondent, and 1 male respondent 
Not appealing to younger groups 
For the younger respondents and those aged between 26-35, more than half of them, 
regardless of gender, think that the embedded gem design is unattractive. However, 
majority of the older female respondents, those aged between 36-60, think that the 
embedded gem design is all right but can also do without it. 20 percent of females in 
the 46-60 age group think that the design is attractive. 
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Price 
Reasonable, but one-quarter thinks it is slightly expensive 
We also asked the respondents whether they think that the price of TCL mobile 
phone (between $1,680 and HK$ 1,780) is reasonable, given its functions and 
performance. More than half of the respondents (54 percent) said that the TCL mobile 
phone price is reasonable, while 33 percent said it was unreasonable, and remaining 13 
percent had no comment. 
Among those who answered that the price is not reasonable, 1.2 percent of 
respondents said that it was priced a little too cheap, about one-quarter of respondents 
(24.2 percent) thought that it is a little too expensive, and 8.5 percent felt that the price is 
too expensive. 
Figure 6.5: Are TCL Mobile Phones Reasonably Priced 
Are TCL Mobile Phones Reasonably Priced? 
No comment 
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Too expensive , 
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Insufficient distribution outlets to create prominent awareness 
Respondents were asked if they could find TCL mobile phones easily in the market. 
Almost half of respondents (47.9 percent) answered that they didn't pay attention. 
About 33 percent of respondents said that it is easy to find TCL mobile phones, while 
19.4 percent said it was difficult to find TCL mobile phones in the market. We believe 
that the majority of respondents did not pay attention because TCL's exposure in network 
service provider outlets is limited to SUNDAY only，and according to our previous results, 
close to 50 percent prefer to shop for their mobile phones at these outlets. 
Table 6.14: Can TCL phone be found easily? 
I Easily find in market? (%) 
No I Yes |l>idn,tPay 
I Yes Attention 
Gender Male I 28.8 “ 30.3 40.9 
[Feniale | 13.1 34.3 52.5 
Among the female respondents, more than half of them said that they did not pay 
attention, but quite a big percentage (34.3 percent) also said that they are able to find 




When respondents were asked whether they have seen or heard of TCL mobile 
phones, more than half of them (65 percent) have seen/heard of TCL mobile phones, 18 
percent of respondents said that they have never heard or seen the brand, while another 
18 percent said that they couldn't remember whether they have seen or heard of it. 
Figure 6.6: Where have respondents seen/heard of TCL Mobile Phone 
Where have respondents seen/heard of TCL mobile phone 
Local radio advertisement | H 0.6 
Sports sponsorship ^ ^ ^ ^ 
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Others l Z Z Z Z Z Z Z ^ ^ ^ ^ 
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No major advertising channel 
Among the 108 respondents who have seen or heard of TCL mobile phones, 18.2 
percent have seen it in store displays. 13.9 percent said that they were aware of TCL 
mobile phones from local newspaper/magazine advertisement, and 11.5 percent said th^t 
they have seen TCL's outdoor advertisement such as billboards and posters. For big 
brands such as Nokia, Motorola and Samsung, we are often bombarded with their 
television commercials, but this is not the case for TCL. 
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Use of Korean spokesperson 
Not that widely known in Hong Kong 
We showed the respondents the TCL brochure that contains a photo of Ms. Kim 
Hee-Sun, the spokesperson of TCL mobile, and asked if they could identify her. We 
found that most of them of them had hesitation when answering. More than half of the 
respondents (56 percent) did not know who the TCL spokesperson is, but we found that 
quite a large percentage of respondents (40 percent) could correctly identify the 
spokesperson as Kim Hee-Sun. 
Unlike Zhang Ziyi, Gong Li, Cecilia Cheung Pak-Chi and Michelle Lee Ka-Yan, 
where almost every Hong Kong and Chinese people could identify them immediately 
without thinking, the TCL spokesperson is not well-known in Hong Kong. This poor 
recognition of Kim Hee-Sun is probably because she does not have many popular movies 
or dramas that are shown in Hong Kong. We believe that aside from Korea and China, 
Ms. Kim is not well known in other Asia countries. Thus, TCL should consider whether 
it is worth using her as their global spokesperson. 
Minimum effect of Korean spokesperson on mobile phone image 
Forty-three percent of respondents had no comment on whether using Korean 
spokesperson will have positive image on TCL brand, while about one-third (31.5 percent) 
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think it would help, but there is also 23.6 percent think that it really does not help a lot in 
building positive image. 
Among the three respondents who selected the “Others，，option, one said that TCL 
should employ a local movie star as its spokesperson, another said that it leads people to 
think that TCL mobile phones are not made in China, and another mentioned that it 
would have a positive effect when she is led to believe that the mobile phones are made 
in Korea, but will have a negative effect once she finds out that they are made in China. 
Confidence in TCL Mobile Phone 
Faith in Chinese brand mobile phones 
No strong confidence 
Slightly over one-third of respondents (34.5 percent) have no confidence in Chinese 
brand mobile phones, 38.2 percent of respondents have average confidence, and only 
16.4 percent have confidence in Chinese mobile phones. Thus, overall, respondents do 
not have much confidence in Chinese brand mobile phones. 
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Figure 6.7: Faith in Chinese Mobile Phones 
Faith in Chinese Mobile Phones 
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Weak imminent purchasing intention 
Although respondents were told that TCL mobile phone is ranked number one or 
two in China, the majority of them (60 percent) said they would not consider purchasing 
the phones within the coming 12 months. Only 14.5 percent said that they would, and 
about one-quarter of respondents were not sure. This implies that there is no spillover 
effect from its success in China, to Hong Kong. 
Of those who will not consider purchasing TCL, we found out that almost half of 
them (44.4 percent) have no confidence in Chinese brands. When we performed a cross 
tabulation on respondents who did not know which country TCL brand comes from and 
who also have no confidence in Chinese brand mobile phones, an overwhelming 
three-quarter of these respondents (73.9 percent) said that they would not consider 
purchasing TCL mobile phones in the coming 12 months even when they found out that 
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TCL is a well-known Chinese brand. 
Would not buy TCL regardless of gender and age 
Majority of males said they would not consider buying TCL mobiles phones. 
However, for males in the 46-60 age group, 66.7 percent of them said that they would 
consider. As for the female respondents, a majority of them also said that they wouldn't 
buy TCL mobile phone. Of the target group for TCL, only 14.8 percent of female in the 
26-35 age bracket said that they would buy TCL mobile phones in the coming 12 months. 
Table 6.15: Gender's responses on whether to buy TCL, grouped by age 
Male Age <25 11.1 77.8 0.0 11.1 
26-35 15^ 61.5 23.1 0.0 
36-45 63.6 18.2 0.0 
46-60 16.7 16.7 0.0 
^ 0.0 100.0 q ^ 0.0 
Total 19.7 60.6 18.2 1.5 
Female Age <25 7 厂 57.1 35.7 0.0 
26-35 60.7 23.0 1.6 
36-45 ^ 61.1 38.9 0.0 
46-60 广 20.0 60.0 20.0 0.0 
>60 I 0.0 0.0 100.0 0.0 




The Fate of TCL in the Hong Kong Market 
Given the above analysis and our field study, we could see that the future of TCL 
mobile phone in Hong Kong is not that promising. We think that TCL China 
headquarters should seriously think about their strategic intent in cracking new markets. 
Firstly, if TCL just wants to export whatever phones they have in the China market 
to the rest of the world, especially to well-developed and sophisticated mature market 
such as Hong Kong, then it would probably be a disaster unless TCL keeps a very low 
pricing strategy to lure those Hong Kong consumers who are price-sensitive but not 
style-conscious. However, if TCL really wants to be a true global company like 
Motorola and Nokia, then it has to modify its strategic and marketing strategies in order 
to be successful in the global market. 
The Hong Kong market is for sure a very good testing ground to fme-time the 
strategic and marketing strategies in order to become a real global leader in the world 
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mobile phone scene. Strategically, it has to tune its mindset and capability in being an 
ODM, rather than a great tendency in leaning towards an OEM operational mode. Of 
course, it takes time, experience and determination in transforming the company. 
For the Hong Kong case, being a marketer, TCL should be aware of the differences 
in taste，culture and market situations in the two markets, China and Hong Kong. 
Whether or not TCL mobile phones can turnaround would depend on the marketing sense 
and astute of TCL management. 
The Hong Kong testing ground shows quite disappointing results for TCL's overseas 
market development, in terms of the market perception and acceptance level. All in all, 
we think that the fate of TCL is doomed in the Hong Kong mobile phone market if it 





Need Market Research 
As Hong Kong is not an emerging market of mobile phone, cracking this market 
require very in-depth market knowledge. Given the high penetration rate and keen 
competition amongst rivals, TCL should place more emphasis in doing market research 
in Hong Kong. A professional marketing research company should be employed to 
carry out this job effectively and efficiently, given the fact that TCL does not have much 
international experience. 
Broaden Target Market 
It would be fine if TCL wants to keep targeting the younger groups but the model 
designs should include a stylish and cool look, with next generation technology that 
match the taste of the younger target. 
Male seems not very attracted to foidable features of the phones, so in order to target 
this gender better, more models should come out with non-foldable features. 
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Since TCL mobile phones appeal more to older groups, it should consider this as a 
major target segment of selling basic functions phones to them. 
Brand Image 
Detach from a Chinese image 
It is wise to detach the image of Chinese brands because it seems that not many 
consumers have confidence in Chinese brands. It is also worth doing this because TCL 
mobile phone has just one year exposure in the Hong Kong market. It would not be that 
difficult to correct or revamp image because the phone is not enjoying a high exposure 
amongst various media. However, it would imply a heavy advertising budget and 
campaign to be rolled out. 
Educate the consumers 
Another way is an educational strategy, which is less costly but takes a longer time. 
Promotion and advertising campaign should be more on below-the-line and to educate 
consumers that Chinese brand has the same technological and reliability standards as 
those foreign brands. This way is a little risky because when it fails, it is hard to remove 
the Chinese image from the brand. One way of doing this is by telling the consumers 
through advertising about TCL's technological partners, such as Ericsson and other big 
partners that may be excellent in product design. By leveraging on its partnerships' 
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strengths, TCL may be able to position a more positive and advanced image. 
Price 
Lower price for existing models 
TCL should lower the prices of exiting models for at least 20% below the average 
mobile phones in the market, in order to attract non-style conscious, undemanding (about 
the functions) brand switching consumers. Since Hong Kong consumers are 
price-conscious, and given that TCL mobile phones do not have any cutting edge 
features/technologies and not very attractive in style, this is the only way to survive in the 
short run. 
Keep same price with advanced cutting edge features 
Newer models should be launched in this fast-moving market in order to keep 
abreast of the changing tastes and preferences of the sophisticated Hong Kong consumers. 
Besides, it is also a critical strategic and marketing tactics because other major mobile 
phone players in the Hong Kong market launch new models at a fast pace. 
Product 
Improve product reliability 
The major reason for changing mobile phones among Hong Kong consumers is 
because their previous phones were damaged or faulty. TCL should try to improve this 
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problem by pushing more reliable phones in the market to win the trust and confidence of 
consumers. 
Performance of the phone is also an important selection criterion. Although not 
much innovative design or technological advanced can be made in the short term, TCL 
should focus on the product reliability issue in order to capture the older segment which 
change phones less frequently. 
New models 
From our survey and the market situations, Hong Kong consumers have a lot of 
brands to choose from and they are likely to switch brands. In this case, more models of 
different features can capture wider market segments. 
Improve aesthetic design 
TCL should source international mobile phone designers in designing beautiful and 
amazing products that would win the hearts of the consumers. It seems that TCL mobile 
phone design works in the China market only and TCL should adopt a more innovative 
and aesthetic product design proposal in order to wash out the Chinese old-fashioned 
phone image. TCL may also try to source designers in Hong Kong as well as Japan 
because this may fit the local taste of advanced countries, especially among Asian regions. 
In the advertisement, the emphasis of foreign designers should be a selling point as well. 
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Keep cutting edge product advancement 
Quite a lot of brands in Hong Kong are moving towards a more advanced 
technological features phones such as WAP over GPRS, 3Gs, Bluetooth, MMS, and MPS 
functions. TCL should quickly move into this new arena in order to avoid being 
outdated, and lose attractiveness even with lower prices. 
Place 
Place products in network service providers 
TCL should try to negotiate with the smaller network services providers such as 
SmarTone, Peoples and New World, to gain a wider coverage in this particular 
distribution network, which are favoured by consumers. Besides, TCL should also 
negotiate with Fortress as well, to broaden its home appliances chain stores coverage, 
since usually for some places such as Festival Walk shopping mall, it just has Fortress but 
not Broadway. 
Promotion 
Choose another spokesperson 
It is better to choose another spokesperson that has wider popularity amongst Asian 
countries at least, for instance Maggie Cheung Man Yuk (if want to target the general 
9$ 
mass market), Gigi Leung Wing Kei (target the younger market) or Zhao Wei, who is 
well known across the straits. 
Heavy up on one/two promotional channel 
Although it is still controversial in pouring money into advertising where not many 
consumers would use advertising as a solid reference in choosing brands, advertising 
does have an effect of building or changing image subliminally and enhance probability 
of being recalled. This will help a weak brand in a highly competitive market such as 
Hong Kong. TCL should create its own television commercials for the Hong Kong 
market that appeal to the local taste, and not just re-run what is being broadcasted ip 
China. Television commercial is a frequent method used to educate and target the mass 
market, and thus we think TCL should use it more. 
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APPENDIX 2 
Terms (in alphabetical order) 
3G 
3G is a short term for third-generation wireless, and refers to near-future developments in 
personal and business wireless technology, especially mobile communications. This 
phase is expected to reach maturity between the years 2003 and 2005. 
Ultimately, 3G is expected to include capabilities and features such as: 
• Enhanced multimedia (voice, data, video, and remote control) 
• Usability on all popular modes (cellular telephone, e-mail, paging, fax, 
videoconferencing, and Web browsing) 
• Broad bandwidth and high speed (upwards of 2 Mbps) 
• Routing flexibility (repeater，satellite, LAN) 
• Operation at approximately 2 GHz transmit and receive frequencies 
• Roaming capability throughout Europe, Japan, and North America 
Bluetooth 
Bluetooth is a computing and telecommunications industry specification that describes 
how mobile phones, computers, and personal digital assistants (PDAs) can easily 
interconnect with each other and with home and business phones and computers using a 
short-range wireless connection. Using this technology, users of cellular phones, pagers, 
and personal digital assistants such as the PalmPilot will be able to buy a three-in-one 
phone that can double as a portable phone at home or in the office, get quickly 
synchronized with information in a desktop or notebook computer, initiate the sending or 
receiving of a fax, initiate a print-out, and, in general, have all mobile and fixed computer 
devices be totally coordinated. 
CDMA 
CDMA (code-division multiple access) refers to any of several protocols used in 
so-called second-generation (2G) and third-generation (3G) wireless communications. As 
the term implies，CDMA is a form of multiplexing, which allows numerous signals to 
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occupy a single transmission channel, optimising the use of available bandwidth. 
CDMA employs analogue-to-digital conversion (ADC) in combination with spread 
spectrum technology. 
GPRS 
General Packet Radio Services (GPRS) is a packet-based wireless communication service 
that promises data rates from 56 up to 114 Kbps and continuous connection to the 
Internet for mobile phone and computer users. The higher data rates will allow users to 
take part in videoconferences and interact with multimedia Web sites and similar 
applications using mobile handheld devices as well as notebook computers. GPRS is 
based on Global System for Mobile (GSM) communication and will complement existing 
services such circuit-switched cellular phone connections and the Short Message Service 
(SMS). 
GSM 
GSM (Global System for Mobile communication) is a digital mobile telephone system 
that is widely used in Europe and other parts of the world. GSM uses a variation of time 
division multiple access (TDMA) and is the most widely used of the three digital wireless 
telephone technologies (TDMA, GSM, and CDMA). GSM digitises and compresses data, 
then sends it down a channel with two other streams of user data, each in its own time 
slot. It operates at either the 900 MHz or 1800 MHz frequency band. 
GSM is the de facto wireless telephone standard in Europe. GSM has over 120 million 
users worldwide and is available in 120 countries, according to the GSM MoU 
Association. Since many GSM network operators have roaming agreements with foreign 
operators, users can often continue to use their mobile phones when they travel to other 
countries. 
MMS 
One of the most recent developments in mobile messaging is known as multimedia 
messaging service (MMS). Just as the traditional SMS, MMS provides automatic and 
immediate delivery of personal messages. Unlike the SMS however, MMS allows mobile 
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phone users to enhance their messages by incorporating sound, images, and other rich 
content, transforming it into a personalized visual and audio message. 
But MMS technology offers more than just a broadening of message content. With MMS, 
it is not only possible to send your multimedia messages from one phone to another, but 
also from phone to email, and vice versa. This feature dramatically increases the 
possibilities of mobile communication, both for private and corporate use. 
(Source: Adapted from "Multimedia Messaging" 
http://www.nokia.coni/nokia/0,5184，400，00.html) 
MP3 
MP3 (MPEG-1 Audio Layer-3) is a standard technology and format for compression a 
sound sequence into a very small file (about one-twelfth the size of the original file) 
while preserving the original level of sound quality when it is played. MP3 files 
(identified with the file name suffix of ".mp3") are available for downloading from a 
number of Web site. 
SMS 
SMS (Short Message Service) is a service for sending messages of up to 160 characters 
(224 characters if using a 5-bit mode) to mobile phones that use GSM communication. 
SMS is similar to paging. However, SMS messages do not require the mobile phone to 
be active and within range and will be held for a number of days until the phone is active 
and within range. SMS messages are transmitted within the same cell or to anyone with 
roaming service capability. They can also be sent to digital phones from a Web site 
equipped with PC Link or from one digital phone to another. 
TDMA 
TDMA (time division multiple access) is a technology used in digital cellular telephone 
communication that divides each cellular channel into three time slots in order to increase 
the amount of data that can be carried. 
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WAP 
WAP (Wireless Application Protocol) is a specification for a set of communication 
protocols to standardize the way that wireless devices, such as cellular telephones and 
radio transceivers, can be used for Internet access，including e-mail, the World Wide Web, 
newsgroups, and Internet Relay Chat (IRC). While Internet access has been possible in 
the past, different manufacturers have used different technologies. In the future, devices 
and service systems that use WAP will be able to interoperate 
Source: Adapted from <http://searchmobilecomputing.techtarget.com/sDefinition> 
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APPENDIX 2 
Development Milestones of TCL Mobile Communication 
pilHimBHB^H^HIIiail^ 
Start from Scratch 一 Infant Stage 
(The Company had only 30 million sales and only RMB 1 million in net profit). 
29th March, 1999 The Company was officially established. 
1 St July, 1999 The first among the domestic players to get the network access license from 
Mil (Ministiy of Information Industiy). 
August 1999 TCL launched an ultra-thin handset, TCL9930 
October 1999 TCL received the first export orders at Shenzhen Hi-Tech Fair. 
December 1999 TCL was given the title of "No. 1 Best Known Chinese-made Brand" by the 
People's Post and Telecommunication Information Centre. 
A Year of Wisdom - Rapid Growth and Development 
(Turnover reached RMB 320 million with net profit RMB 18 million, ranked third among 
domestic players in China in 2000) 
Februaiy 2000 TCL launched TCL9930DF, a business handset. 
May 2000 • TCL launched TCL999D，the first superior Chinese-made handset, 
• Besides, it launched the first Chinese-made WAP handset TCL999DW. 
July 2000 TCL launched TCL9980，a trendy handset. 
August 2000 TCL was the first enterprise in the same industry in China to present a 
mobile commerce solution. 
September 2000 TCL is the first enterprise in China to promise "Three Warranties" to 
consumers. 
October 2000 • TCL launched a new type of mobile commerce terminal with the 
integration of four fiinctions: mobile phone, PDA, dictionary and 
Internet. 
• It was also given the title of "the Most Superior Chinese-made Mobile 
Phones" by eight newspaper media, including China Youth Daily, 
Science and Technology Daily and People Daily. 
November 2000 • TCL launched the first Chinese PDA mobile phone, TCL Commerce 
3000. 
• TCL was praised by National Bureau of Quality and Technology 
Supervision. 
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A year of Innovation - Full-fledge Stage aim at Global Market 
(Turnover of the company reached RMB 3 billion with net profit RMB 320 million, ranked No. 1 
within the domestic players in China in 2001) 
March 12, 2001 TCL held a press conference of TCL mobile phone called "the N e w Image 
of Chinese Mobile Phone" in Wenling of Zhejiang. 
July 29, 2001 TCL's press conference was held at China Hotel in Beijing. The Famous 
international Korean commercial and movie star Miss Kim Hee-Sun was 
declared the Honorary Ambassador for TCL mobile brand. With the 
payment of RMB 10 million, Miss Kim signed an agreement with TCL. 
The TV commercial was directed by Chinese First Director Mr. Zhang 
Yimou. 
Dec 7，2001 TCL proud of presenting itself as the number one home made mobile phone 
manufacturers in China, and declared to crack the world market by making 
itself the top five players in the world mobile industry by 2005. 




Milestones of Telecommunications (Mobile Phone sub-sector) in Hong Kong 
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1971 • First public radio paging service was introduced in Hong Kong by 
Apol lo Telephone Answer ing Services Limited. 
1976 • International Direct Dialing (IDD) was introduced. 
1981 • Optical f ibre cables were deployed in the local te lephone network by 
HKTC. 
• An exclusive l icense with expiry in 2006, cover ing the provision of a 
range of external te lecommunicat ions circuits and services, was 
granted to Cable and Wire less (Hong Kong) Limited. 
1984 _ ; First public mobi le radiotelephone service using N A M T S (NEC 
丨丨 Advance Mobi le Te lephone System) was introduced by 
！ I Communicat ion Services Limited (CSL), a whol ly owned subsidiary 
company of HKTC. _ _ _ _ _ _ _ _ 
• Chinatel was granted a l icense to operate a public car te lephone 
(Comvik) system. 
• Hutchison Te lephone Company Limited was granted a l icence to 
operate an A M P S cellular radiotelephone network. 
—. —• — -- • I - - — 一 “ •• 一 ’ ” 
1985 • The interconnection charge for public mobi le radiotelephone service 
was set at 7 cents per minute. 
1987 • CSL was granted a l icense to operate a TAGS cellular radiotelephone 
network. The network was cal led UNITACS. 
一 , 」 — - - --- • •- — •- • — ‘ 
1991 • The interconnect ion charges for public mobi le radiotelephone 
services and for value added services were revised to 9 cents per 
minute. 
[_  i —^ 
1992 • Telepoint (CT2) services were launched by Hutchison Paging 
Company Limited and Cheval ier (Telepoint) Limited in March and 
Apri l respectively. 
• The first Frequency Coordinat ion Agreement between Hong Kong 
and Guangdong w a s s igned in May. 
• Pacif ic Link launched its Digi ta l -AMPS mobi le te lephone service in 
October. 
• Smar tCom Limited w a s awarded a l icense to operate G S M network. 
• The number of paging customers exceeded 1 mill ion. 
^ — — — - — — —-•••• 二^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^ 
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1993 • Hong Kong's local te lephone network was fully digital ized. 
• Smar tCom Limited (later became SmarTone Mobi le Communica t ions 
Limited) launched its G S M system in January. 
• Pacific TeleLink Limited launched its CT2 service in March. 
• Whar f Cable Limited was granted an exclusive cable te levis ion 
l icense in June to operate cable television services in Hong Kong for 3 
years. 
• The Off ice of the Telecommunicat ions Authori ty (OFTA) was 
establ ished on 1 July. 
• Hong Kong Te lecom CSL launched its G S M service in July. 
• TA took over the control of te lephone numbers. 
1994 • Fixed te lephone exchange l ines exceeded 3 mill ion. 
• The number of paging customers peaked in December . 
1995 • Te lephone numbers were changed f rom 7 to 8 digits on 1 January. 
• Hutchison Te lephone launched its G S M and C D M A service in June 
and October respectively. 
L — 
1996 • Six l icenses were issued in September for provision of personal 
communicat ion services (PCS). The l icensees were: Hutchison 
Te lephone Company Limited, Mandar in Communica t ions Limited, 
New Wor ld PCS Limited, Pacif ic Link Communicat ions Limited, P Plus 
Communica t ions Limited and Peoples Te lephone Company Limited. 
” _ Al l CT-2 networks were shut down and public CT-2 services were 
； t e r m i n a t e d . 
% i f ] T h e first Call ing Number Display (CND) service w a s introduced in 
� - HKTC's f ixed network in December . 
: 5- • Mobi le phone subscr ibers exceeded 1 mill ion. 
1997 • Full portabil i ty of te lephone numbers was achieved for f ixed te lephone 
serv ices in January. 
• Peoples Te lephone Company Limited launched its PCS in January. 
• New Wor ld and Hutchison jo ined the compet i t ion in the PCS market in 
March. 
• P Plus Communica t ions and Mandar in Communica t ions launched 
their PCS in June. 
• Pacif ic Link launched its PCS in July. 
• Cal l ing N a m e Display (CNAMD) service was introduced in 
mid-October . 
• Hong Kong Te lecom C S L Limited acquired Pacif ic Link 
Communica t ions Limited in December . The acquisi t ion included the 
digital cel lular phone serv ices (D-Amps) , PCS (GSM1800) and radio 
paging services. 
• Mobi le phone subscr ibers exceeded 2 mill ion. 
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1998 • p Plus Communica t ions Limited, one of the s ix P C S operators , w a s 
acqui red by SmarTone Te lecommun ica t ions Hold ings L imi ted in 
March. 
• In March, after lengthy negot iat ion wi th the Government , Hong Kong 
Te lecom International sur rendered its exc lus ive l icense for prov is ion 
of certain external te lecommunica t ion circui ts a n d serv ices e ight 
years earl ier than the schedu led expiry in 2006 in return for a cash 
compensa t ion of HK$6.7 bil l ion. 
• Ana logue mobi le phone serv ice w a s complete ly phased out. Mob i le 
serv ice began fully digi tal ized. 
i • T h e Hong Kong Te lecommun ica t ions Equ ipment Evaluat ion and 
i Cert i f icat ion (HKTEC) S c h e m e w a s launched in Sep tember . 
1999 • T h e external te lecommunica t ions serv ices marke t w a s l iberal ized wi th 
ef fect f rom 1 January. External te lecommunica t ions serv ices 
operators we re a l lowed to refi le traff ic th rough Hong Kong be tween 
locat ions at the distant ends of Category A routes ( routes inc lude 
those over wh ich it wou ld be possib le for genu ine pr ice compet i t ion to 
occur th rough direct ISR connect ion, indirect rout ing th rough refi l ing, 
direct physical connect ion th rough compet i t ive external ga teway 
faci l i t ies or such connect ion indirectly estab l ished via t ransi t 
a r rangements) . 
• Mobi le Number Portabil i ty w a s imp lemented on 1 March. 
• T h e number of mobi le phone subscr ibers exceeded 3 mil l ion in 
February and surpassed the number of f ixed te lephone l ines in 
November . 
‘, 1 I 
\ 2 0 0 0 • In January , the te lecommunica t ions marke t w a s fully l iberal ized af ter 
the l iberal izat ion of the external faci l i ty-based market . Five l icenses 
I for local f ixed te lecommunica t ion network serv ices using wi re less 
I means , twe lve sate l l i te-based external F T N S l icenses and four 
I cab le -based externa l F T N S l icenses were issued. Hong Kong Cab le 
T V w a s issued a l icense to prov ide te lecommunica t ions serv ices over 
its hybr id f ibre coax ia l cab le (HFC) networks. 
• Mobi le phone subscr ibers exceeded 4 mil l ion in January. 
• Hong Kong Broadband Ne twork Limited, one of the f ive w i re less local 
f ixed ne twork l icensees, launched its serv ices in February. j 
• T h e numbe r of Internet d ia l -up cus tomers exceeded 2 mil l ion in Apri l , i 
1 • T h e Te lecommun ica t i on ( A m e n d m e n t ) Ord inance 2000 w a s passed i 
by the Legis lat ive Counc i l in June. Major a m e n d m e n t s inc lude 
I enhanc ing the compet i t ion sa feguards for the te lecommunica t ions 
丨 industry, improv ing the in terconnect ion a n d access to land and 
I bui ld ings for the es tab l i shment of te lecommunica t ions equ ipment for 
I the te lecommun ica t i ons operators , s t reaml in ing the l icensing | 
I f r amework to respond more f lexibly to marke t deve lopment and | 
prov id ing powers to the T A on cer ta in techn ica l mat ters (e.g. 
number ing p lan a n d techn ica l s tandards) . 
I • Paci f ic Century C y b e r W o r k s acqu i red Cab le & Wi re less H K T in 
I A u g u s t (Hong Kong Te lecommun ica t i ons L imi ted changed its n a m e to 
I Cab le & Wi re less H K T Limi ted in July 1999). 
... - - - -I - - - .-... - - - - - - 二— 1 
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I • Mobi le phone subscribers exceeded 5 mill ion in October. 
2001 • Broadband Internet customers exceeded 0.44 mill ion in March, 
representing a five-fold increase within one year. 
• Mobile phone subscribers exceeded 5.5 mill ion in April, represent ing 
an 80per cent penetration of the population. 
• The Telecommunicat ions (Amendment) Ordinance 2001 was enacted 
by the Legislative Counci l in May. The major amendment is to 
empower the Secretary for Information Technology and Broadcast ing 
and the T A to conduct auct ions or tenders for the use of spectrum. 
Such provision is necessary for the l icensing of third generat ion 
mobile services (3G) and future exercises involving auct ions or 
tenders. 
• Licensing for third generat ion mobile service was completed in 
October with the award of l icenses to four successful bidders: Hong 
Kong CSL Limited, Hutchison 3G HK Limited, SmarTone 3G Limited 
and SUNDAY 3G (Hong Kong) Limited. In accordance with the 3G 
regulatory f ramework, the network l icensees are required to open up 
at least 30 per cent of their capacity for use by non-aff i l iated Mobi le 
Virtual Network Operators (MVNO) and/or content and service 
providers. 
• Inter-operator Short Message Service was launched by all six mobi le 
network operators in December, al lowing a customer to send short 
message to other customers even they are in different networks. 
_ � - -- — — — — - • - •••—‘ 
2002 • Asia 's first Mult imedia Messaging Services (MMS) was launched in 
Hong Kong by Hong Kong CSL in Apr i l ._ 
• Hong Kong was ranked top of the Mobile/Internet index rankings by 
the International Telecommunicat ion Union (ITU) in its report -
"Internet for a Mobi le Generat ion" released in September 2002. 
• In October, the Class License for In-Building Telecommunicat ions 
System was introduced, it was the first class l icense created after the 
introduction of the class l icense system into the te lecommunicat ions 
regulatory regime by the Telecommunicat ion (Amendment) 
Ord inance 2000. 
• - _. LJ—— 
t - ^ — _ _ 
Source: OFTA (Office of Telecommunications Authority) 
http://www.ofta.gov.hk/frameset/facts_index_eng.html 
106 
APPENDIX 4 (SURVEY: ENGLISH VERSION) 
CUHK - TCL Mobile Phone Survey 
Hello! We are a group of MBA students from the Chinese University of Hong Kong, doing a survey on 
mobile phones. We would very much appreciate it if you could spare several minutes of your valuable time 
to fill in the following questions. All information collected will be kept strictly confidential. Thank you very 
much for your kind participation! 
Section 1 - Habit and Choice of Using Mobile Phone 
1) W h a t mobi le phone brand are you using now? 
• M o t o r o l a Q N o k i a • S i e m e n s [UPhi l ips 
• E r i c s s o n Q S o n y Ericsson D S o n y D S h a r p 
• P a n a s o n i c D N E C D T C L D S a m s u n g 
• T o p l u x D L G m o t h e r s : 
2) Dur ing the past 5 years, how often have you replaced your mobi le phone? 
• L e s s than 6 months once Q E v e r y 7-12 months • 1 - 2 years once 
• M o r e than 2 years once D O t h e r s : 
3) Wha t was your reason for replacing your previous mobile phone? (please select only one) 
• P h o n e was damaged/faul ty • Wanted newer model 
• R e c e i v e d new phone as gift D P r e v i o u s phone was not up to standard 
• P r e v i o u s phone out of fashion • P r e v i o u s phone was lost/stolen 
• O t h e r reasons: 
4) W h e n purchasing a new mobi le phone, how important are the fol lowing criteria to you? 
Not Imp. N ^ r ~ T~71 ^ 
Average Important .翠 
At All Important Important 
The brand you are using now • • • • • 
Performance (long battery life, good reception) • • • • • 
Functions (ring tones, personal organizer, SMS) • • • • • 
Style (size, shape, colour, antenna) • • • • • 
Price • • • • • — 
"Brand • • • • • 
Place of manufacture D D D Q D 
Advertisement effect and image • • D • 
Word of mouth, recommendation by friends/family D D D D • 
In fashion/following current trend • • • • • 
How easily phone can be purchased in the market • D D D • 
User-friendly 丨 • 丨 • I • I • I • 
5) Wh ich place do you prefer to purchase your mobi le phone f rom? 
• C h a i n shops special iz ing in te lecom products/services (e.g. Circle, CM Concept, Zone) 
• S t r e e t side non-chain electronic/ te lephone shops 
• N e t w o r k serv ice providers (e.g. CSL, Sunday, SmarTone, New World, Orange, Peoples) 
• H o m e appl iances retail cha in stores (e.g. Broadway, Fortress) 
• T e m p o r a r y promot ional booth for mobi le phone brands 
• S t r e e t s / s h o p p i n g mal ls mainly sel l ing mobi le phones, e.g. Mongkok 's Sin Tak mall 
• M a n u f a c t u r e r ' s special ty s tores (e.g. Sony Ericsson store, Nokia store) 
• O t h e r s : 
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Section 2 - TCL Mobile Phone 
6) Do you know which country does the TCL brand belong to? 
• N o idea Q C h i n a D T a i w a n D J a p a n 
• K o r e a Q O t h e r Southeast Asian countr ies D U S A 
• G e r m a n y • Switzerland D O t h e r European countries: 
7) Do you think that the functions of TCL mobile phones can fulfill your requirements? (e.g. 
phone book storage, SMS, alarm, vibration mode, dual band, 27 ring tones, Engl ish/Chinese 
text. In addit ion, it offers scratch-free screen and EL technology that makes screen clearer) 
• Y e s D N o Q N o comment D O t h e r s : 
8) Do you think that T C L 3188 mobile phone (priced between HK$1,680 to HK$1,780) is 
reasonably priced when compared with other brands in the market that have similar 
features/ funct ions? 
• R e a s o n a b l e 
• N o t reasonable: 
• a little too cheap D a little too expensive 
• t o o cheap D t o o expensive 
9) Do you like the foidable feature of T C L mobi le phones? 
• Y e s D N o D D o e s not matter D O t h e r s : 
10) W h a t do you think of the overal l T C L mobi le phone design? 
• O l d - f a s h i o n e d (not keeping with current trend) 
• T r e n d y 
• A v e r a g e / N o t h i n g special about it 
• O t h e r s : 
11) W h a t do you think of T C L mobi le phone's embedded precious gem design? 
• V e r y attract ive 
• A t t r a c t i v e 
• O k a y , but can also do wi thout it 
• N o t attract ive 
• V e r y unattract ive 
• O t h e r s : 
12) Can you easi ly f ind T C L mobi le phones in the market? 
• N o D Y e s D D i d n ' t pay attention D O t h e r s : 
13) Have you ever heard/seen T C L mobi le phone brand? 
• H a v e n ' t heard/seen before D C a n ' t remember 
• H a v e seen or heard of it through (Please select only one choice f rom below): 
• L o c a l newspaper /magaz ine adver t isement n O u t d o o r advert isement (e.g. poster) 
• L o c a l T V adver t isement DSpo r t s sponsorship events 
• L o c a l radio adver t isement • F r i e n d s ' recommendat ions 
• I n t e r n e t • A d v e r t i s e m e n t in Mainland China 
• D i s p l a y in stores p o t h e r s : 
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14) Do you know which Korean female star is used as the spokesperson in the adver t isement for 
T C L mobi le phone? (please refer to picture) 
• P a r k Ji-Yoon (Korean Pop Queen) 
• J e o n J i -Hyun (Main actress in "My Sassy Girl") 
• K i m Hee-Sun (Rumoured to be Leon Lai's ex-girlfriend; Queen of Advertisements) 
• C h o i J i -Woo (Korean actress who attended the 39'" Golden Horse Awards with Leon Lai) 
• N o Wea 
15) Do you think that TCL's use of the Korean female star as its advert isement spokesperson has 
any posit ive effect on the sales of its product? 
• Y e s D N o CUNo comment DOthe rs : 
16) Do you have faith in Chinese mobi le phones? 
• Y e s D N o D A v e r a g e D D o n ' t know D O t h e r s : 
17) If you know that TCL mobi le phone is ranked #1 or #2 in China, would you consider buying 
one in the coming 12 months? 
• Y e s D N o D D o n ' t know DOthe rs : 
Section 3 - Personal Information 
18) Gender D M a l e D F e m a l e 
19) Age D B e l o w 25 [1126-35 • 3 6 - 4 5 • 4 6 - 6 0 D A b o v e 60 
20) Occupat ion 
• S t u d e n t • Housewi fe n w h i t e - c o l l a r worker • Blue-collar worker 
• P r o f e s s i o n a l (doctor, lawyer, engineer, accountant, architect, pharmacist, professor) 
• S e l f - e m p l o y e d (own business) D R e t i r e e • U n e m p l o y e d 
• O t h e r s : 
21) Educat ion background 
• B e l o w secondary school • Secondary school 
• U n d e r g r a d u a t e • Postgraduate or above 
22) Average personal monthly income 
• B e l o w $10,000 D S I O . O O O - $ 2 0 , 0 0 0 • $ 2 0 , 0 0 1 - $30,000 
• $ 3 0 , 0 0 1 - $40,000 D A b o v e $40,000 D N o t appl icable 
23) Resident status in HK 
• P e r m a n e n t resident • N o n - p e r m a n e n t resident 
• T o u r i s t f rom China D O t h e r tourists 
Thank you very much for your participation! 
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APPENDIX 5 (SURVEY: CHINESE VERSION) 





•Motorola (摩托羅拉） [UNokia (諾基亞） [HSieniens (西門子）dPhi l ips (飛利浦） 
•Ericsson (愛立訊） • Sony Ericsson [HSony (新力） dSharp (聲寅牌） 
•Panasonic (樂聲牌） C^NEC DTCL •Samsung (三星） 
•丁0口丨11乂（天諾思） D L G •其他牌子名稱: 
2) 過去5年內，你平均有幾耐更換手機？ 
•少於 6 個月一次 [ 1 1 7 至 1 2 個月一次 [ U n 個月至 2 年一次 ：])年以上•其 
他: 
3)你最近更換手機主要原因是（只可選揮一個）？ 
•手機撗壞 •有新款推出 •禮物 •手機性能或功能欠佳 
•手機款式落伍 •遣失或被竊 •其他原因: 
4)在選揮新手機時，以下的因素對你的重要程度？ 
絕不重要 不重要 I 一般 重要丨絕對重要 
現在用開的牌子 • • • • • 
I 性 能 ( 如 電 池 耐 用 程 度 ， 接 收 質 素 ， 外 般 堅 賁 程 度 ） • • • • • 
I 功 能 ( 如 鈴 聲 選 擇 ， 個 人 記 事 功 能 ： 可 否 收 發 電 郵 ） • — 口 • • • 
系式i如大小形狀，顏色,天線是否內》) • ~ ~ • • • • 
價錢 • • • • • 
牌子 • • • • • 
品牌所屬的國家 口 • • • • _ _ 
廣告效應和形象 • _ _ • • • • 
口碑f朋輩/家人的推介或所用的牌子) • • • • • 
流行程度 — • • • • • _ _ 
容易於市面上找到 • • 口 • • 
使用方便容易 口 口 _ _ • _ _ _ _ • _ _ _ _ • _ _ 
5 )你最軎歡到以下那個地方購買手機？ 









第二部份 - T C L 手機 
6)請問你知不知TCL手機是闻於那個國家的牌子？（另見和廣告圔片） 
•不知道 •中國 •台湾 •日本 •韓國 




•可以 •不可以 •無意見 •其他： 
8)你認為這款TCL3188手機（備有包灰紅三色)，功能與市面其他牌子相約，其售價(約港幣1，680 
元-丨，780元）是否合理？ 
•合理 •不合理 _ 5 福年 • 稍 • 過 举 •過賁I 
•無意見 •其他： 
9 ) 你軎歡 T C L 手機措叠式的設計嗎？ 
•軎歡 •不軎歡 •没有所請 •其他： 

















E i ^ i 雜 誌 i 告 •本地户外ii(如標板,燈箱，B士車身） 
•本地《視廣告 •運動/活動贊助(如PGA-高爾夫精英赛） 
•本地電台廣告 •朋友介紹 •互聯網 
—-•在國內看到廣告 ——•店舖橱窗 Dgffe： 









• 有 •没有 •無意見 •其他： 
16)你對國產手機有没有信心？ 
• 有 •無 •普通/ 一般 •不知道 •其他： 
17)假如你知道TCL手機是國內數一數二的內地名牌，你會否在未來12個月內考慮購買TCL手 
機 ？ 
• 會 •不會 •不知道 •其他： 
第三部份 -個人資料分析 
18)性别 •男 •女 
1 9 )年脚 [1125 歲或以下 • 2 6 - 3 5 • 3 6 - 4 5 • 4 6 - 6 0 0 6 0 
歲以上 




21)學歷 •中學程度以下 •中學程度 •大學程度 •研究生或以上 
22)你平均每月個人入息為： _ _ — 
•月入 10,000 元以下 • 1 0 , 0 0 0 元-20，000 元 • 20 ,001 元-30,000 元 
•30,001元-40，000元 • 4 0 , 0 0 0元以上 •不適用 
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